Si Advertising & 
Sales Promotion 


FORMERLY ADVERTISING REQUIREMENTS 


No advertising or sales promotion man 
can ignore these useful and often irre- 
placeable materials. 


Howa utility company, with many plants, 
planned an open house that could move 
from place to place. 
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Printed quality...far from printing 


Produce work like this in your own office with the A. B. Dick 320 offset machine 


Amazing that an office-size offset machine —operated by an office girl 
produces material with professional quality. 

But it’s true. With A. B. Dick Table-Top offset equipment, you can 
eee your own stationery, office forms, price lists, bulletins, advertising 
iterature. And at a fraction of the cost. 

Quality of work is equal to most professional printing, superior to any 
other form of office duplicating. Text, photographs, illustrations are 
sharp and clear. Colors may be used for interest and variety. 

irls who work with this Table-Top offset machine say it’s easier 
to operate than most office equipment. It’s compact ... only 21” x 
24” x 35”. Can easily be stored in a corner of your office. And it’s fast 
as ———_ up to 7800 copies per hour. 

Send for free packet of samples —36 actual jobs run on the amazing 
Table-Top offset machine. Mail the coupon today. 


A. B. Dick Company, Dept. ASP-9 
5700 W. Touhy Ave. Chicago 48, Ill. 


- Please send me the 36 actual jobs run on your Table-Top 
s es offset machine. 


DUPLICATING PRODUCTS | IB wane 


POSITION 
COMPANY 


CITY STATE 





... alike as “two peas in a pod” 
for faithful reproduction 
without a screen dot 
of any description 


COLOR 


APHY / COLLOTYPE® 


... alike with one big exception... THE COST/ 


* Collotype Printing and photography offer the only quality when used to reproduce photographic enlarge- 
two methods of reproducing art work, photographs, ments or blow-ups. Collotype should be considered 
drawings, and paintings with no screen dot of any when the required printing job features large areas of 
description to interfere with original fidelity. Alike picture value and the printing run ranges from 100 
and yet very different ...Collotype Printing is not to 6000. Collotype is especially adaptable for large 
only more economical but actually exceeds bromide size printing jobs on sheets up to 44” x 64”. 


Get the facts on Black Box Collotype eV iN 
Printing ...learn how it can provide 
the quality you want within your print- BLACK BOX 


ing budget. Write for descriptive litera- 
ture, samples and name of the represent- COLLOTYPE STUDIOS, INC. 
ee PHOTO-GELATIN PRINTERS 
SEE US IN BOOTH 503 DURING THE 4840 W. BELMONT AVE., CHICAGO 41, ILL. 
POPAI SYMPOSIUM AND EXHIBIT AT oe 
McCORMICK PLACE, CHICAGO, ILLINOIS, 
NOVEMBER 7-8-9, 1961 SALES REPRESENTATIVES IN ALL MAJOR CITIES 
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“let’s drop it down the well 


and see how hig a splash 


it makes” 


Born on Madison Avenue, here's a saying that suggests 
you look over a particular plan before giving the go-ahead. 
Why not keep it in mind the next time paper is in 

your plans. Remember that a studied selection of paper 
will turn out a job you can point to with pride 


...a job that will keep new orders coming. 


Make your big splash with Fraser printing papers... 
SNOWLAND BOND, MIMEO AND DUPLICATOR, FRA-OPAQUE 
ks a Fraser Paper 


FRASER PAPER, LIMITED 


SALES OFFICES: NEW YORK, CHICAGO &8 MILLS: MADAWASKA. MAINE 
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r) Just Between Us... 


Does It Pay to Attend Conventions? 


After being on the convention trail for a good part of several months, 


one is often tempted to take stock and try to find the answer to the question, 
"Does it pay?" 


Convention attendance is often pleasant, sometimes exhausting and always 
expensive of both time and money. Therefore business executives must consider 


both the pluses and the minuses, and see what the net profit of conventioneer- 
ing is likely to be. 


The program content of conventions of course varies considerably, but by 
and large those in charge of business meetings have learned that they must 
offer solid information, along with a considerable amount of inspiration, to 
justify members' presence year after year. Program chairmen usually are able 
to present able speakers discussing subjects of direct and immediate interest 
to members, thereby adding considerably to their stock of knowledge. 


But even if the program did not always come up to expectations, most con- 
vention attendants would find opportunity for valuable contacts with others 
in similar pursuits, faced with like problems. Discussion of these common 
problems and comparing solutions almost always helps to develop better ones. 
And attending a convention is about the only way to have a chance to rub el- 


bows with leaders of the business, and get the best of their ideas on current 
trends and opportunities. 


Business may be overorganized, with perhaps too many associations and 
conventions. But the alert executive, looking for information and ideas, 
can fill a notebook with valuable data at almost any meeting where he finds 
himself in touch with successful people from many companies. 


Bae) 
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BINDERS 


oe REFERENCE BOOK © 


é 


invaluable 


|VPD SALES BINDER | 
3 REFERENCE BOOK | 


PEER TE=7 


Describes, illustrates and gives prices of aa 
45 different styles (in many sizes and colors) | 
of ready-made VPD SALES BINDERS. 


| HELPS YOU TO: 


7 
| CUT BINDER COSTS — 
DRASTICALLY — ready- 
made VPD BINDERS are 
for less expensive than 
DEVELOP PRESENTA- 
TIONS FASTER, MORE 
EASILY — you can select 

| @ style and size (7 x 5 
up to 24 x 18) from over 
400 different “in stock” 
VPD binders immedicate- 

| ly and tailor presento- 
tion material to it. 


| ELIMINATE WORK, 
HEADACHES — no 

| nuisance of ‘’working 
out” a binder, no time 

| wasted explaining spec- 
ifications, approving 
samples. Just look thru 
VPD REFERENCE BOOK 
and select. 


MEET DEADLINES 
EASILY — all VPD BIND- 
ERS are ready for im- 
mediate delivery 
| your stationer. 
| WRITE NOW FOR YOUR 
FREE COPY OF THE AR-20 
| vpD BINDER REFERENCE BOOK 
| te: JOSHUA MEIER COMPANY, wc. | 


601 West 26th Street, New York 1, N. Y. 


manufacturers of sales binders since 1933 
me eee ee cemees eee e 


i 
| 
| 
[ 2. . we'll give you this 
| 
| 
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Making Sales with Specialties .. - — 
The winners of ASNA’s competition show how 
specialties can form an integral part of pro- 
motion Bette Macon 


How to Hold 12 Anniversary Celebrations ....... 44 
A Pennsylvania utility wanted to play host in 
each of a dozen scattered locations. 


W. H. Rodgers Jr. 


Pressure Sensitive Materials a 95 
An Advertisers Buying Guide to this complex 
family of materials that does a wide variety 


of tasks Ed Sachs 


Using Web Offset for Fashion Promotion ; 72 
Our Printing for Merit feature shows how 
high quality and fidelity in color can be 
achieved at low cost. 


Bardahl Races to Sales 7 85 
Sponsoring racing events has helped ‘this 
company hold its own in competition. 

Venlo Wolfsohn 


DEPARTMENTS 


Graphic Arts 


Packaging & Labeling 
Premiums, Prizes & Specialties 
Shows & Exhibits .......... 


Signs & Displays 
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Audio & Visual Aids 
Direct Advertising 
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CONTENTS 


vai o Do it the “BUSINESS-LIKE” way 
ae | NU T ml nS a 
GOES HOLIDAY LETTERHEAD. 


Dear Jim: 


Every year ... for many years 
our company has used 

GOES HOLIDAY LETTERHEADS 

at the end-of-the-year for ..- 
four reasons. 


How to Get the Word to the Public .. 


It takes a good campaign to get a new in across in a short 


time with a limited budget. Jack Haskett 
When You Become Responsible for Public Relations 
A p.r. man makes some suggestions for the time wales an 
ad man gets new responsibilities. Bernard E. Ury 
Silver Dollars for Promotion 
Giving away money abeiied to make money for this Cali- 
fornia retailer. Bert Goldrath 
How to Plan an Incentive Campaign a 
Some guiding principles you can use hen you start a pro- 
gram to get that extra effort from your salesmen. 
There’s No Magic in Cutting Exhibit Costs . 
Here are some simple rules for keeping your installation 
bills from breaking the budget. 
How to Organize a Catalog that Sells 
Some practical tips on getting more ain that bows percent- 
age of your budget that goes for catalogs. Frank W. Gray 
Displays with Versatility . 
How an inexpensive set of units permits Japan Air iam to 
get its display in many locations. Kenneth R. MacDonald 


Animation — Today and Tomorrow 


Animation, that elusive art, has many problems, economic 
as well as artistic. Bill Scott 


How Fine Art Sells Fine Music 


A Philadelphia radio station resorted to unusual art tech- 
nique to tell its story in a filmstrip. 


How to Get Your Photographs Used 


You can add news 


Tom Jones 


Allen Sommers 


value to your pictures without losing 
their p.r. value J. B. Strenski 
Shooting a Dream ; alt 
Take three producers, six skating girls, three dry ice ma- 
chines, and you may get an interesting photo. 
Packaging is Part of Promotion 
Lehn & Fink’s president onstiibnas his company’s approach to 
packaging its products. Walter N. Plaut 
Packages that Catch the Eye 


A collection of modern design in pailetinis that help to sell 
without salesmen. 


A Teaser Campaign to Build Interest 


How Pepperell sent out a locked safe — which rattled — to 


arouse interest in a new fabric. 


Ted Sanchagrin 


YES: We want to show the GOES 1961 
HOLIDAY LETTERHEADS. Please send a 
FREE sample kit to: 


NAME__ 
COMPANY 
STREET 


sre neencsiiennsane 


1... A letter e.- ona 


GOES HOLIDAY LETTERHEAD 


is the FRIENDLIEST way we know 
to wish all our friends the 
very best. 


2... A letter ..- on 

GOES HOLIDAY LETTERHEAD 

is just about the LEAST 
EXPENSIVE . . yet MOST EFFECTIVE 
way we've found to do this im- 
portant goodwill building job. 


3... A letter ..-. on 

GOES HOLIDAY LETTERHEAD 

is truly a thing of BEAUTY. 

4 or 5 colors. Usually 

with the added eye-appeal of ; 
gold. We always get harmonizing 
envelopes to go with our 
election made from 

38 DELIGHTFUL HOLIDAY DESIGNS. 


4... Our printer ... and, I am 
sure, your printer has samples 

of the new 

1961 GOES HOLIDAY LETTERHEAD LINE. 


He will be glad to show them 
to you. 


Call him today. 


Cordially, 


P.S. Attention Printer: 

Use this coupon TODAY ... if you 
have not already received your 
1961 GOES HOLIDAY LETTERHEAD 
samples. They're FREE. Attach 
coupon to your letterhead. 


LITHOGRAPHING CO. 


42 W. bist STREET, CHICAGO 21 


! 
i 
! 
! 
| 
I 
I 
1 
I 
I 
! 
I 
| 
& 


September 1961 + A&SP - 





CRESCENT 


No.1 


ILLUSTRATION 


1240 N. HOMAN AVE. - CHICAGO 51 
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@ The Editor's 
N 
eb otebook 


Old, Old Story... 


Old, old names still 
stay on mailing lists 


Mailing lists are reputedly slow to 
change, but unless you make a dis- 
tinct effort to find out, it’s hard to 
realize just how slow it can be. 

We had an opportunity to make a 
quick check recently, since with the 
changing of our name, it was a little 
easier to measure both the length 
of time since the change took place, 
and the effects on the people who 
send mail to us. 

We picked June 19 as the day of 
reckoning. This was almost exactly 
three months after we announced to 
our various publics that we would 
be changing our title. On that day, a 
letter went out to our advertisers 
and their agencies, giving them the 
news and the background for it. Our 
readers learned about it in the Edi- 
tor’s Notebook column of our April 
issue, which was in the mails on 
that day. And our press releases had 
gone out, for release on March 20. 

Then, of course, our May issue 
came out on April 20, with the new 
name and cover design. Inside, there 
was comment in the publisher’s 
page, and more talk in this column. 
At the same time, the new cover 
appeared in color, as part of a two- 
page ad in Advertising Age. 

A month later, on May 20, our 
June issue appeared, the second 
with the new name and cover. In 
the meantime, we had been using 
new letterheads and business cards, 
and every letter that had gone out 
since the announcement, from both 
the editorial and the sales depart- 
ments, carried a folder telling about 
the change. 

Then, on June 19, we looked at 
our incoming mail. 


>It was rather interesting, we 


thought. Of the 100 envelopes which 
we collected from our Monday 


Display typefaces in this issue . . 


morning mail, 40 of them were ad- 
dressed to us with our new title. 
This didn’t seem too good, but 
when we began to analyze the fig- 
ures, it started to look even worse. 
Of those 40 proud new addresses, 
exactly 20 of them were individual- 
ly addressed (as contrasted to ma- 
chine-addressed) with the name of 
an editorial staff member, and al- 
most entirely correspondence in an- 
swer to letters we had sent out on 
our new letterheads. 

The mail that was addressed in- 
dividually didn’t have too bad a 
record. Of those sent without the 
name of an individual on it, 10 out 
of 18 had changed to our new title. 
We still received three letters indi- 
vidually addressed to a staff mem- 
ber who was no longer with us (and 
to a magazine no longer published). 

The plated addresses were in far 
worse shape, though. Only 4 out of 
19 envelopes which omitted indi- 
vidual’s names had shifted to our 
new title. There were 31 pieces of 
machine-addressed mail which 
came marked to the attention of an 
individual, but 25 of them still came 
to ADVERTISING REQUIREMENTS, only 
6 to Apvertisinc & SaLes Promo- 
TION. Twelve of these plates still 
carried the name of a former staff 
member (who left us 18 months 
earlier); 13 had changed the name 
of the editor, but not that of the 
magazine, while 5 had gone all the 
way, and were completely up-to- 
date. One company had carefully 
changed the title of the magazine on 
its plate, but as carefully retained 
the name of the editor who wasn’t 
here any more! 


> Is all this important? It is, if the 
mail contained within the envelopes 
is important. Most of our mail 
comes from public relations counsel 
or departments, from advertising 
agencies or departments, bearing 
news which the senders would like 
to expose to our readers. While 


. 25—Record Gothic Bold Extended; 33—Hel- 


lenic Wide; 38—-Tempo Heavy Condensed; 40—Craw Clarendon; 44—Record Gothic 
Bold Extended; 50—Hellenic Wide and Mistral; 55—-Record Gothic Condensed; 72, 
78—Record Gothic Bold Extended; 85—Rondo Bold; 88—Bodoni Campanile; 95— 
Record Gothic Bold Extended & Record Gothic Condensed; 98—Bernhard Modern Bold 


Italic; 105—Record Gothic Condensed; 


112—Record Gothic Bold Extended; 117— 


Craw Clarendon; 128—Karnak Black Italic; 133——-Dom Casual. 





anybody who has worked with a 
mailing list realizes the difficulties 
of keeping it up-to-date, neverthe- 
less the use of an out-dated name or 
title gives rise to an implication of 
sloppiness that is bound to carry 
over, even if unconsciously, to the 
material within the envelope. 

It is true that the person who 
must evaluate the enclosure rarely 
sees the envelope, but he sometimes 
does. And even if he doesn’t, the 
mail-opener is often a key person 
in the internal operations of an or- 
ganization. 

There is another aspect to the 
importance of getting the right 
name on the envelope, which has 
been called to our attention in a 
letter from Walter S. Kraus, who 
operates a mailing list firm in Long 
Island City under the trade name 
“Speed-Address.” Mr. Kraus for- 
wards a letter he received from the 
New York postmaster’s office, stat- 
ing that according to p.o. regula- 
tions, when a first class letter ar- 
rives at a company, addressed to an 
individual who is no longer at the 
company, it is not permissible for 
the company to open the envelope. 
The letter must either be forwarded 
to the man’s new address, or if this 
is not available, must be returned to 
the sender through the post office. 
I wonder how many companies ig- 
nore this provision. 

Mr. Kraus relates a case of an ex- 
ecutive who was offered a new 
job at a higher salary, provided he 
responded within a given time limit. 
He never received the letter, and 
sued his current employer for hold- 
ing back this letter. He got dam- 
ages, too, covering the losses in sal- 
ary through not getting the new, 
higher-paid job. 

It all adds up to one more reason 
to keep your mailing list current. 
It’s not easy; it takes constant effort. 
But a good mailing list, properly ad- 
dressed, will increase the effective- 
ness of whatever you are sending 
out. 


Hail to Thee, Blithe Mailman. . 
When New York held its direct 
mail day, the sponsors took the un- 
usual step of naming a real letter 
carrier as honorary chairman. The 
earrier, Tom Marin, came in uni- 
form, including cap and mailbag. 

The cap came in handy, and it 
was no accident that Mr. Marin had 
refused to let the checkroom girls 
get it away from him. When he ac- 
cepted the honor on behalf of the 
Natl. Assn. of Letter Carriers, ac- 
cording to our NY editor, Ted San- 
chagrin, who was there, he ap- 





Folio Medium Extended 
Roman 8 to 66 point Italic 8 to 66 point 


14 to 66 point 


For specimen sheets write to 


BAUER ALPHABETS, INC., 


305 East 45th Street, New York 17, N.Y. 
MU 6-1761-2-3 


NEW YORK PREMIUM SHOW 


will be held at 


N.Y. COLISEUM 
SEPTEMBER 25 THRU 28 


Sponsored by the Premium Advertising Assoc. of America, Inc. 
You'll find .... 


@ New Premium ideas. © New Creative Merchandising Concepts. 
@ Over 400 exhibits of America’s most respected brand names. 


FOR YOUR COMPLIMENTARY ADMITTANCE BADGE WRITE TO: 


ARTHUR TARSHIS ASSOCIATES INC. 
Show Management 


12 W. 72nd St., New York 23, N.Y. 
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peared to be ill at ease, humble, 
fidgeting with his cap, and modest- 
ly looked down into it from time to 
time. 

Actually, the astute Mr. Marin 
had his acceptance speech tucked 
into the crown of his cap. 


People Change. . Those readers of 
A&SP, as well as advertisers and 
suppliers, may be interested in a 
change in our management organ- 
ization which will take place the 
first of the year. C. B. Groomes, 
business manager and treasurer of 
Advertising Publications Inc., our 
parent corporation, will retire, after 
20 years with the company. 

At the same time, S. R. Bernstein, 
currently vice president, API, and 
editorial director of all three of its 
publications—ApverTIsING & SALEs 
Promotion, Advertising Age and In- 
dustrial Marketing—has been 
elected executive vice-president and 
general manager of API. 


Change ot API. C. B. Groomes, (left) 
with S. R. Bernstein 


New Literary Form .. Associate 
Editor Ed Sachs, who has a literary 
bent, sent in a memo a while back 
that’s worth sharing. I think this is 
an area that lovers of fine prose 
should investigate further. 


As you know, it.gets kind of 
dull out here at times. Yet a 
new and exciting interest has 
given a new meaning to my 
working hours. I think I have 
discovered a new art form that 
will soon be sweeping the ar- 
tistic world. They might even 
give it a special name like the 
A&SP Syndrome. We may all 
be famous. 

You see, when a typefoundry 
has to put out a new typebook, 
it usually runs off a couple of 
lines of text in every face it 
has, knocks out a few headlines, 
and let it got at that. The 
American companies’ usually 
bat out something like: 


“George Washington was the 
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father of his country and when 
he died everyone was sad.” 


Or, “And of all the horses, that 
the little girl saw, she liked 
Black Beauty the best.” 


I’m not complaining, but this 
is pretty dull stuff. Recently, 
one magic day I discovered the 
Societa Nebiolo Torino, an Ital- 
ian house that really gives you 
something for your money. Not 
only do they show you what 
their types look like, they give 
you a story line that keeps you 
awake for hours, wondering, 
wondering, wondering . 


“The big bucks, at least, 
could have made an easy get- 
away. But that would mean 
leaving the fawns to the mercy 
of the big cats. Not a single 
buck bolted: instead the herd 
executed a tactical 58 UTAH, 
INDIANA and OKLAHOMA.” 


How’s that for a surprise end- 
ing? They also get into the 
critical areas, especially when- 
ever food is mentioned. I'll just 
quote one passage to give you 
the idea: 


“He had a fine appetite, but 
his friend the cook saw to it 
that he got his fill. Bears are 
BUT HE DID NOT WANT.” 


And dig this one: “Many had 
heard of the beautiful princess 
who was sleeping there, and 
tried to make their way through 
the thorny hedge; but when 
they were in the middle of it, it 
closed all around them, and .. .” 


And what? Wowee! 

For the last, I give you the 
plot of a thrilling mystery, 
stripped down to the basics: 


Insurance Policy 
French Publisher 
Notes on the way. 


Am anxiously looking for- 
ward to any more Italian type- 
books you may have. 


Dns Tew Oona 


Something We Didn’t Know .. 
We're starting a collection of odd 
facts that might be useful as con- 
versation stoppers. Like the fact 
that the Children’s Medical Center 
in Boston hands out 93,000 lollipops 
a year. This comes, by the way, 
from Medicine at Work, the new 
and interesting publication of the 
Pharmaceutical Manufacturers 
Assn., which got it from Modern 
Hospital. i 4€ 


Promotion 
Almanac 


Dec. 1-31 
Eggnog Time . . . sponsored by Ameri- 
can Dairy Assn., 20 N. Wacker Dr., 
Chicago 
Give Meat for Christmas . . . sponsored 
by Natl. Livestock and Meat Board, 
407 S. Dearborn St., Chicago 5 
Ice Cream for the Holidays . . . spon- 
sored by American Dairy Assn., 20 N. 
Wacker Dr., Chicago 

Dec. 1-27 
National Science Talent Search ‘ 
sponsored by Westinghouse: c/o Science 
Service, 1719 N St., NW, Washington 6 

Dec. 2 
Pan American Health Day . . . (Presi- 
dential Proclamation ) 

Dec. 3 
Channuka 


Dec. 4 
Bodhi Day . . . 

Dec. 7 
National Civil Defense Day . . . spon- 
sored by Office of Civil Defense Mobili- 
zation, Battle Creek, Mich. 

Dec. 10 
United Nations Human Rights Day . . . 
(Presidential Proclamation ) 

Dec. 11 
JCI Day . . . sponsored by Junior Cham- 
ber Intl., 1820 Bay Road, Miami Beach, 
Fla. 

Dec. 17 
Pan American Aviation Day . . . (Presi- 
dential Proclamation ) 

Dec. 25 
Christmas 

Dec. 31 
New Year's Eve 


(Hawaii) 


COMPETITIONS 


for you 


TO ENTER 


SEPTEMBER 


Package Designs 
Sponsored by Variety Store Merchan- 
diser Publications, 419 Park Av., South, 
New York 16. Best counter merchandis- 
ing package designs produced for use in 

variety stores. 
Closes Sept. 11 
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FOR LETTERPRESS 


HI-ARTS 
ASHOKAN 
M-C FOLDING BOOK 
M-C FOLDING COVER 
ZENA 
VELVETONE DULL 
ESOPUS TINTS 
ESOPUS TINTS COVER- 
BRISTOL 
ESOPUS POSTCARD 
SOFTONE 


FOR OFFSET 


HI-ARTS LITHO C.1S. 
ZENAGLOSS OFFSET C.2S. 
ZENAGLOSS COVER C.2S. 

LITHOGLOSS C.1S. 

CATSKILL LITHO C.1S. 
CATSKILL OFFSET C.2S. 
ESOPUS POSTCARD C.2S. 

ESOPUS TINTS 
ESOPUS TINTS COVER 
BRISTOL 
VELVETONE DULL C.2S. 
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SPRING! Fertility—new life and ideas—enterprise—expansion— 
flowers—colors . . . This is the time to heighten the exciting freshness of 
your printing by use of Cantine’s superb Coated Papers—made by the mill 
whose exceptional quality and service are the fruit of more than seventy 
years devoted exclusively to the coating of papers for fine letterpress and 
offset reproduction. Glossy and semi-dull finishes, white or tinted. Text, 
cover or card weights. Carried in stock or quickly made to specifications. 


es This insert produced by offset on Zenagloss Cover 26x40-240M. 


THE MARTIN CANTINE COMPANY, SAUGERTIES, N. Y. 


Since 1888 represented by leading paper merchants in principal cities 


Kauai, Hawaii—Courtesy of Pan American World Airways 


Canline 
Le NAGLOSS 


OFFSET COATED 


0 plus | vears of experience in coating papers for 


fine lithography—has been and is a po witha factor in the effectiveness of modern offset 
or inting. Cantine’s smooth, receptive litho coating readily takes ink at high speeds. Detail 
in black: and-white or color shows up w ith extraordinary fidelity. 


This depend: ible paper—the result of 7 


Popular also in letterpress when gloss inks or varnish are to be used, be- 
cause the special surface keeps the gloss from losing luster by penetration. 


Made in cover and book weights and sizes. Sold by leading merchants. 


ZENAGLOSS OFFSET COVER ZENAGLOSS OFFSET BOOK 
19x25 23x29 23x35 25x38 28x44 


20x26 23x35 26x40 35x46 7"/2x22" 
60 186 240 5 70 98 119 140 182 
80 248 320 496 80 112 136 160 208 
100 310 400 620 200 


THE MARTIN CANTINE COMPANY, SAUGERTIES, N.Y. SPECIALISTS IN COATED PAPERS SINCE 1888 





Editorial Awards 
Sponsored by Industrial Marketing 
Magazine, 200 E. Illinois, Chicago 11. 
Awards for editorial achievement in 
business publications. 
Cleses Sept. 11 
PIA Awards ; 
Sponsored by Miller Printing Machinery 
Co., 1117 Reedsdale St., Pittsburgh 33; 
Printing Industry of America, 5728 Con- 
necticut Av., NW, Washington 15. Best 
self-advertising by printers and lithog- 
raphers in past year. 
Closes Sept. 15 
ADCC Art Awards 
Sponsored by Art Directors Club of 
Chicago, 6 E. Lake St., Chicago 1. 
Awards for Mid-America 
and editorial art. 
Cleses Sept. (tentative) 


advertising 


OCTOBER 


On-The-Air Promotion Awards 
Sponsored by Broadcasters’ Promotion 
{ssn., c/o Television Bureau of Adver- 
tising, 1 Rockefeller Plaza, N. Y. 20. 
Awards to best stations on Radio, Tele- 
vision and FM. 
Closes Oct. 15 
Aerosol Package Award 
Sponsored by Chemical Specialties 
Mirs. Assn., 50 East 41st St.. New York 
17. Best packaging using aerosol con- 
tainers. Obtain entry blanks from A. A. 
Mulliken, Secretary. 
Closes Oct. 31 
Brotherhood Media Awards 
Sponsored by Natl. Conference Chris- 
tians and Jews, 43 W. 57th St., New 
York 19. Mass media advertising which 
stresses brotherhood theme. Obtain en- 
try blanks from John P. Hudak, Media 
Awards Committee. 
Closes Nov. 22 (tentative) 


Coming 


Conventions 


All meetings listed here are annual 
conventions, unless otherwise described. 
“New since last month. 


SEPTEMBER 


25-28 .. . New York Premium Show. 
(Premium Advertising Assn. of America. 


12 W. 72nd St... NW). Coliseum, N. Y. 
27-30 . . . Natl. Assn. of Photo-Lithog- 


raphers, (317 W. 54th St.. NY 36), Com- 
modore, N. Y. 


OCTOBER 


*2-5 . . . International Assn. of Electro- 
typers & Stereotypers Inc. (1058 Leader 
Bldg. Cleveland), Shoreham, Wash. 
*3 ... Advertising Research Foundation 
Inc., (3 E. 54th St., N. YJ, Commodore, 
ar. 

3-5 ... Business & Corporate Gift Show, 


(iz 7... tnd Se, A. .¥.2, 
Bldg., N. Y. 

4-7 . . . Intl. Typographic Composition 
Assn. (15th St. & New York Av., NW, 
Washington), Queen Elizabeth, Montreal 
6-9 . . . Mail Advertising Service Assn., 
(622 Sth St.. NW, Washington 1) Statler- 
Hilton, N. Y. 

9-14 . . . Printing Industry of America 
(5728 Connecticut Av.. NW, 
ton), Statler-Hilton, Pittsburgh 


10-13 . . . Direct Mail Advertising Assn., 
(230 Park Ave., N. Y.), Statler-Hilton, 
N.. ¥. 

13-15 . . . Screen Process Printing Assn. 
Int'l. (549 W. Randolph St., Chicago 6), 
Netherland Hilton, Cincinnati 


18-20 Packaging Institute Inc., 
(342 Madison Av., N. Y. 17), Biltmore, 
Pe es 

22-27 . . . Outdoor Advertising Assn. of 
America, (24 W. Erie St., Chicago 10), 
Diplomat, Hollywood-by-the-Sea, Fla. 
23-25 American Photoengravers 
Assn., (166 W. Van Buren St., Chicago 
4), Pittsburgh Hilton, Pittsburgh 


28-31 . . . Natl. Automatic Merchandis- 
ing Assn., (7 S. Dearborn St., Chicago 
3), McCormick Place, Chicago 

31-Nov. 3... . Natl. Paper Trade Assn. 
(220 E. 42nd St.. N. Y. 17), Conrad Hil- 
ton, Chicago 

31-Nov. 2... . Packaging Assn. of Can- 
ada (1835 Yonge St., Toronto 7, Ont.). 
Automotive Bldg., Toronto 


NOVEMBER 


1-3 .. . Packaging Institute (342 Madison 
Av., N. Y. 17), New York 


*4-11 National Academy of Televi- 
sion Arts and Sciences, (200 Central Park 
S., N. Y. 19) N. Y. and Washington. 
*7-9 . . . Point-of-Purchase Advertising 
Institute (11 W. 42nd St., N. Y. 36). Me- 
Cormick PI., Chicago. 

*7-10 .. . Packaging Machinery Mfrs. In- 
stitute Show, (Hanson & Shea Inc.. 1 
Gateway Center, Pittsburgh 22), Cobo 
Hall, Detroit. 

*12-15 . Public Relations Society of 
America, (375 Park Av., N. Y.), Sham- 
rock-Hilton, Houston. 


Trade Show 


W ashing- 


MEL MLA == 


Yes, sir—Ii have that information 
right here .. . 


IDEA NO. 197 


This Cutie Is No Quitter! 


Come rain, hail, sleet, snow and the 
“Ides of March” this giant (9 ft.) 
display can be depended on to stick 
to the job for The Atlantic Re- 
fining Co. of Philadelphia. The 
bold young lady with broom and 
mop ties in with crystal clarity to 
the theme announced on the service 
station window beside her. The 
impact pieces were created under 
the direction of Atlantic’s Sales 
Promotion Production Mgr., 
James G. Yeager and silk screened 
on Kleen-Stik’s super-tough 
Flex-Stik **B”’’ by Display Com- 
pany of America under the super- 
vision of Harry Mazur. 


Label Labels Label... 


= 
GOLD 


|DEA NO. 198 


... On this Floating First Aid Kit 
made by Forest City Products, 
Inc. of Cleveland. To emphasize 
their ‘‘Gold Award’’ trade name, 
William E. Crofut, Jr., President 
and Russel W. Nielsen, Director 
of Purchases decided to add a gold 
foil label on top of the Kromekote 
label on the unsinkable poly- 
ethylene container. The result of 
the two labels, produced by Allen 
Hollander Midwest Corp. under 
the direction of Dick Wohlstein, is 
a striking 3-D effect. Naturally, both 
labels are printed on Kleen-Stik 
pressure-sensitive stock for ease of 
application, wearability and com- 
pelling visual effects. 


Whether your needs call for 
weatherproof outdoor dis- 
plays. or labels for labels — 
you'll find Kleen-Stik is the 
right answer. See your reg- 
ular printer or write direct. 


PRODUCTS, 
7300 West Wilson Avenve 
Chicago 31, Mlinois 
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WELCOME 
ares 
2 DELEG 


Manpower convention worker greets Manpower “‘mystery shopping’”’ team Manpower store-merchandiser takes 
delegates in Washington D. C. Man- checks product knowledge of Har- fast distribution check for Perk Foods 
power supplied registration typists, nischfeger Manufactured Homes Company. 


booth workers, demonstrators, and dealer salesmen. 
messengers. 


Manpower demonstrators promote Minute Maid HI-C bever- 
ages in key-city supermarkets. 
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Salespower, Inc. salesman calls on a service station to intro- 
duce a new product for the Dow Chemical Co. Through Sales- 
power, firms augment their own sales force for a limited time 
to carry on promotions, special campaigns, new product intro- 
ductions, or a sales “‘blitz’’. 





Manpower interviewers survey 15,295 households in all 
U. S. Congressional Districts for American Issues Press. 


Now, you can lease marketing, selling 


and sales promotion services! 


Manpower, Inc. and Salespower, Inc. offer 
you instant help in 1-10 or 200 cities... 


Here is a ready, flexible marketing, selling, and sales promotion 
tool at your fingertips! Experienced, reliable, economical per- 
sonnel from Manpower, Inc. wherever they are needed; for only 
as long as they’re needed, whether it be 4 hours, a day, week or 
longer. Now you can free field men from time-consuming detail 
work; reach quickly into new markets; explore new promotion 
possibilities. You can run a survey or distribution-check ‘“‘over- 
night” from coast-to-coast; break simultaneously with a product 
demonstration or house-to-house sampling program in 100 or 
more markets. And you can perform all of these operations 
without making a single permanent-staff commitment. 


You “contract” for Manpower employees as easily as you lease 
a car. Manpower handles payrolling, taxes, insurances. You 
get one invoice. It’s easy; fast; effective. Get all the facts now! 


MANPOWER, INC. 
820 North Plankinton, Milwaukee, Wisconsin 


and 


SALESPOWER, INC. 


9 West Washington Street, Chicago, Illinois 


Mail coupon to either office shown above 
for complete information on marketing and selling services. 


Peete SS SS SS SF SF SS SSF SSF SF SF SF SSF SSF SS SSCS SSS SSS eeeaeanae 
Please send me information on 


C) Demonstrating (1) Survey Work 

() Salespower Services () Convention Work 
(1) Sample Distribution (1) Shopping 

1 Store Checking 


Name 


7 iss 
Manpower distributes 11,000 Patrick Cudahy 1% Ib. 


bacon samples and coupons door-to-door, followed 


i" 
by telephone survey. a 
Address 


Title 
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YOUR DISPLAYS 


wit MO7/ON 


and for your 
ANIMATED DISPLAYS 


SERIES FB 
Enclosed Helical 
gear motor -low 
cost, quiet oper- 
ation. 

Write for details. 


|} VUE-MORE TURNTABLES 
BREVEL MOTORS 


VUE-MORE CORPORATION 


ed: 26th STREET 


° NEW YORK N Y 
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WHAT'S NEW 
IN SALES 
PROMOTION 


Chicago Has First 
Award Program 


Six companies received the eight 
awards presented at the Chicago 
chapter’s first awards program, 
which attracted the highest attend- 
ance in months. On display were 
41 entries, on which the members 
and guests balloted, after hearing 
two-minute explanations from those 
who had worked on them. 

In the special promotion category, 
the award went to Robert Fox, 
Grant-Jacoby Studios, for a cam- 
paign for the Chicago Federated 
Advertising Club awards, built 
around a newly-designed statuette 
of Hermes. Tom Mayfield, Curtiss 
Candy Co., took two firsts with a 
selection of ingenious sales tools. 
One was for sales presentations; the 
other, as the most creative program 
entered. Academy Films won the 
motion picture award with its film 
for Marbon Chem. Div., Borg- 
Warner Corp. 

Jim Hurley, Masonite Co., re- 
ceived a direct mail award for a 
new product announcement piece, 
and the exhibits award for a dealer 
display. George Reich received the 
incentive program award for his 


SEPTEMBER SPEA 
MEETINGS 

Boston: Sept. 14, 6:15 p.m., Nick's 
100 Warrenton 

Chicago: Sept. 28, 6:30 p.m., Chi. Fed. 
Adv. Club, 36 §. Wabash 

Dallas-Fit. Worth: Sept. 11, 5:30 p.m., 
Sammy’s, 1516 Greenville, Dallas 

Detroit: Sept. 28, 6:30 p.m., Sheraton 
Cadillac 

Los Angeles: Sept. 20, 11:30 am 
Statler-Hilton; Phil Rose—Sales Pro- 
motion of California Fashions. 

Mpls-St. Paul: Sept. 5, eve, Norman 
die; Wm. Klausen—Promoting an 
Intangible 

New York: Sept. 25, noon, Sheraton 
East 

Phila: Sept. 21, noon, Warwick; Tom 
Gibbons—S.P. & the Law 


President Month campaign for Vic- 
tor Adding Machine Co. Ralph 
Cox, Sinclair Refining Co., pre- 
sented the Dino gasoline campaign 
to get the p.o.p. award. 

The final award, for the most ef- 
ficient promotion, went to Bob 
Brooks, Armour Co., for its infra- 
red cooker for in-store demonstra- 
tions and sampling, produced by 
Creative Displays. 44 


Quick Work 
Thursday four-color 
brochures, with candid shots of the 
festive members, went in the mail 
Monday, thanks to the enterprise of 
Seidel-Farris-Clark, Toledo plate makers 


With a meeting on 
evening, _ these 





This paper’s brilliant whiteness, behind a sharp, clear illustration, 


The white that’s right makes your printing look good enough to eat, compelling enough 


to open a customer’s eyes and pocketbook. You can print both sides 


for your color jobs of Hammermill Opaque—perhaps on a lighter weight than you've 


been using—and save money on postage and the paper itself. 
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OR 

APPLIANCES 
Hammermill Opaque helps you 
keep whites white, colors bright. 
Notice, too, on this sheet the lack 
of objectionable show-through. 
Hammermill Opaque comes in 
three easy-to-print finishes: Pearl, 
English and Vellum.This insert was 
printed by offset on substance 70, 
Pearl finish on a 36x 48 two-color 
press. Sheet size 29/2 x 39. Speed 
4,200 per hour. Deep etch plates. 
Hammermill Paper Company, 
1552 East Lake Road, Erie 6, Pa. 
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REPRINTS / REPRINTS / REPRINTS / REPRINTS / REPRINTS/ REPRINTS 
“ 


REPRINTS to help you 


Nie 
REPRINTS /REPRINTS / REPRINTS/ REPRINTS/ REPRINTS/ REPRINTS 


Please order reprints by number. Unless another 
price is given, each sells for 25c. In lots of 10 of 
any one reprint, the price is 20c each; lots of 50 


or more, 15c¢ each; lots of 100 or more, 12!/2¢ 
each. 


New This Month 


343 Match Books — by Bette Macon 


An ABG article explains this oft-neglected medium 
342 What You Should Know about Decals 


A guide to these popular and versatile signs 
341 An Agency's Duplicating Department — by A. J. Annechino 


How J. Walter Thompson uses its duplicator 


Audio-Visuals 


303 A Basic Guide to Business Films 
Checkpoints ir planning, production and distribution of motion pictures 
262 How to Get More from your Film Budget — by Fred A. Niles 


A producer tells how you can make your dollar go farther 
224 The Art of Communication — by Richard A. Naumann (50c) 
A four-part series teaching admen production techniques and uses of audio-visuals 


Design 


331 How to Keep Everybody Aware — by Louw Stipe 


An insurance company used redesign to put new life into its bulletins 
290 Design for Corporate image — by Hap Smith 


A designer tells how to develop your own prograrr 


Engraving 


112 Do's and Don'ts for Better Engraving 


Replies to an AR survey give practical suggestions for cutting costs 


External Publications 


328 An External Is An Automatic Salesman — by Alfred J. O’Brien Jr. 


How 0. S. Tyson uses a house organ as a sales tool 
292 When an Agency Edits an External 


The story of an industrial house organ edited by an agency 
267 Disneyland Finds Solution to Tourist Promotion Problem 
A sual house organ which promotes business for competitors builds Disneyland 


Packaging 


334 U.S. Packaging Breoks Through the Iron Curtain 
— by Peter Schiadermundt 
How American designers helped a Polish product 
319 What You Should Know About Package Design Research 
— by Edmund W. J. Faison 


aging expert outlines the essentials of the scientific approach to packaging 
306 A Basic Guide to Packoging 


What packages should do for sales, and what materials to use 
298 Corrugated Goes Beautiful — by Ed Sachs 
New processes are opening up new uses for the lowly carton 


294 How Design Unified a Product Line 


New products got stature by joining the package family 
275 A Guide to Card Packaging — by Dr. John A. Keenan 

An expert describes the kinds of skin or blister pack and how they work 
270 How to Work with a Package Designer — by Robert Sidney Dickens 
A designer's advice on how to get along with these specialists 

269 How Women Feel About Food Packaging — by Bette Macon 
A report of a panel discussion at which some women shocked the experts 
264 Do Muiti- Packs Boost Volume? — by Richard E. Reed 
A report ¢ carefully-controlled test which measured effects of multiple packing 


Photography 


332 Stock Photos — by Ed Sachs 
An ABG tells how and why to use stock photos 
302 A Basic Guide for Better Advertising Photos 
How to work with photographers to get better photos more economically 
228 A ages Guide to Color Photography — by Egon Berka 
A nple explanation of the many types of color film now available to admen 
175 How to Use Color Stats — by Ted Sanchagrin 
How admen are exploiting the many uses of full-color stats 
162 How te ) Crop Photos — by Vincent T. Tajiri 
ters for getting the most out of photographs for reproduction purposes 


and where to get ther 


Point-of-Purchase 


310 What Makes Good P.O.P. Advertising 


A Best of AR feature which covers the fundamentals of this medium 
263 Why an Agency Opened Its Own Supermarket 


— by Kenneth R. MacDonald 


The reasons behind the store run by Cunningham & Walsh 
259 Are You Wasting Your Point-of-Purchase — by A. R. Menzies 


A report on how 24,000 grocery stores use p.o.p. material 
253 How to Merchandise ROP Color — by Mark Cox 


How Wilson & Co. uses its full-color newspaper ads 
252 What's in the Future for Point-of-Purchase? — by Les Gallagher 


An adman reports the effects of the changing market place on p.o.p 
242 Twelve Ways to Save Money on P.O.P. — by Jack A. Wichert 


Money-saving ideas from a practical producer 


Premiums 


226 Coins and Tokens — by Bette Macon 


Advertisers Buying Guide on how to use money to make money 
312 Do's and Don'ts for Premium Buyers 


A Best of AR article gives practical suggestions to improve use of premiums 
295 What Lies Ahead for Premium Buyers — by James M. C. Tighe 


A survey of premium men foresees some changes in buying practices 
272 Overseas Premiums Can Add Glamour to your Promotion 


— by William S. Roach 
Drop-shipping premiums from abroad has some advantages, but risks as wel! 
251 The Basic Premiums — by John M. Davidson 


A look at 50 years of premiums shows which have constant appeal 


Printing & Typography 


299 This Is Flexography — by Milton |. Bennett 


Multi-faceted uses of a new printing process 
How to Save on Your Printing Bills 


65 hints on money-saving techniques, from a Best of AR feature 
A Portfolio of Typefaces for Admen 


The Best of AR feature includes more than 300 one-line specimens 
The Advantages of Letterpress & Offset 


A debate in print shedding light on the selection of the best printing process 


Let’s Get Together on Offset — by Bernard C. Schramm Jr. 
There’s trouble when buyer, artist and printer don’t talk the same language 
A System for Controlling Printing Costs — by Frederick Kammann 


(50c) 


A five-part outline of a practical system for saving 10% on your printing bills 


Let's Swap Ideas 


Ter ideas from printers and admen culled from Kimberly-Clark’s contest 


Television & Radio 


308 A Basic Guide to Television Commercials 
The Best of AR Series covers the problem of the tv commercial 


(PROS Re een a nee eee e ees eee seen SES SESE SE Sens ene senes sen eeenesseesesesessessasesessss 


Reprint Editor, Advertising & Sales Promotion 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the reprints whose 
numbers are listed below. 


(_] Please bill me (for orders of more than $2) 
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- can’t miss ... when you 
\d recommend <Q TOYS 
as GIFTS for CHILDREN 


DIRECT PREMIUMS 
aA or SELF-LIQUIDATORS 


Migs! TAPE 


YR FMP 
es 
$2.00 
GAME 
SET 
ASST. 


5-823 No. 95-824 
Asst. (All 3) 


a No. 95-838 No.? 


$2.00 eo. No. 95-839 Gome Set 


40” NFL TOUCH FOOTBALLS 


ith your choice 
wi oe design 


. No. 95-859 
3 Retail Valve 
$1.29 each 


9%" PLASTIC 
PLAYBALLS 


Assorted Colors 


Imprinted 
of NFL Football 


= 


i 


Retail 
e , Value 
No. 95-842 No. 95.846 91.8800, 
PORKY PIG MARVEL-IZED 


MINIATURE 
BASKETBALL 
GAME SET 


No. 95-805 
Retail Value $1.00 each 


No. 91-910 

TWIN TUB TOY PACK 
2 floating bath 
toys in bright 
bubble package 


No. 91-007 
102" BOZO 
SQUEEZE 
TOY 


. Retail Value 


Reta 
Valve 


BABES IN TOYLAND, 
$1.00 co. 


PUMP-PAK 
Balloons Inside Inflater 


\ DURING THE NEW YORK 
PREMIUM SHOW 


see the complete line 


Room 823, 200 5th Ave. Bldg. 


By OR 5-3996 


W. R. Callaway—Rep. in charge 
THE OAK RUBBER CO. 
227 Sycamore ¢ Ravenna, Ohio 
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Readers Wtf 


Loyal Reader 


@ I could not leave Cuba until very 
recently, as I was detained (ar- 
rested) by Castro’s secret police last 
October. My old company gave me 
a job here. Could you make the 
change of address? 

I would like to keep my collection 
complete, as I left same in Cuba in 
safe hands. Last issue received 
there was the January 1961. Could 
I obtain the others? Please also let 
me know when my subscription ex- 
pires, as although my new job is 
smaller and I could not bring any 
funds, I am going to make every 
effort to maintain same. 

NAME WITHHELD 


(The missing issues are being for- 
warded, with the hope that the file 
will soon be reunited and com- 


pleted. . . Ed.) 


Not License-Free 


® I would like to commend you on 
the excellent article “Publicity As 
a Sales Promotion Tool” (see A&SP, 
June, p. 29). I thought that this was 
a very informative article and was 
certainly done in a manner which 
would stimulate any reader into 
thinking about ways that he could 
put publicity to more effective use 
as a sales promotion tool. 

I did notice an error which I 
would like to call to your attention 
in the caption under the photo- 
graph on page 31. The caption 
states, “the device is a two-way 
radio, on the citizen’s band, which 
can be used without a license.” 

I am calling your attention to 
this because this is the fourth time 
in the last two weeks that I have 
seen such statements made, which 
are not correct. I happen to have 
just completed reading Volume 6 
of the Federal Communication 
Rules which contains the section 
governing operations on the citi- 
zen’s band, prior to my obtaining 
a license on the citizen’s band. 

No one can operate without a 
license, however, on the citizen’s 
band. A license can be obtained 
without taking an examination. So, 


rather than being a “license-free 

band” the citizen’s band is an ex- 
amination-free band. 

R. Jess KREISER 

Sales Promotion Dept., The Reu- 

ben H. Donnelley Corp., Chicago 


Wrong Machine Described 


e I want to thank you sincerely for 
the nice picture of the Ditto offset 
machine on page 65 of your June 
issue. The illustration looked so 
good my heart did a little double 
beat. 

Then I began looking for the copy 
and to my surprise, found you had 
written up our offset machine as if it 
were a direct process (spirit) type 
machine. The facts in the article do 
not apply to offset equipment which 
is the theme of the entire story. 

In the interest of editorial accu- 
racy I am calling this to your atten- 
tion. 

FRANK GREGOR 

Director, Advertising & Sales Pro- 

motion, Ditto Inc., Chicago. 


(Sorry for the mix-up; we don't 
know whom to blame except the 
spirits, perhaps. Ditto has been so 
long identified with a complete line 
of spirit duplicators, that we tend to 
forget it now produces an excellent 
offset press. At any rate, we’re glad 
we used the right picture. . . Ed.) 


Video Tape vs. Film 


We were genuinely dismayed at 
the gross inaccuracies regarding the 
applications of video tape in “How 
Breck Shoots TV Commercials.” 
(see April, 1961, p. 102) 

Despite the author’s statement to 
the contrary, video tape can be 
spliced and edited. Only in the 
smaller tv recording facilities (such 
as makeshift operations added to 
existing tv studios) is an agency 
limited to continuous action. 

Moreover, the judgment that 
“film is better quality” is an edito- 
rial opinion of the author, and not 
one shared by those who recognize 
the “live” quality of video tape as 





How to get 1V shows on 
...0n time 





ring day, the National 
Broadcasting Company uses 
Emery Air Freight to speed 
television film throughout 
the United States and over- 
seas to meet network sched- 
ules. This planned use of air 
freight, not only helps NBC 
to meet program deadlines, 
but also enables NBC to cut 
down costly inventory of 
prints, saving both time and 
money. Take advantage of 
the speed and reliability of 
Emery Air Freight by speci- 
fying “Ship Emery Air” on 
your shipments of film and 
tape. To find out how much 
faster Emery can deliver 
your shipments call your 
local Emery man, or write... 


“2 EMERY AIR FREIGHT 


801 Second Avenue, New York 17, New York Offices in all principal cities. 





Next Month in 


Christmas in October 


Our annual Christmas issue, coming in time to help 
you plan your season's activities, bears an espe- 
cially rich selection of features 


THE GIFT-GIVING HABITS OF BUSINESS 


A survey conducted by A&SP looks into who 
buys gifts, how much they spend and what 
they think of gift giving and getting. 


A PORTFOLIO OF SELECTED GIFTS 


A&SP editors have combed catalogs, displays 
and stores for a selection of gifts that are 
new, unusual, to help you find the right ones. 


WHEN ART DIRECTORS DESIGN CARDS 
FOR THEMSELVES 


Unhampered by clients, account directors, or 
sometimes by budgets, the results of some of 
the country’s best designers are included. 


HOW DEALERS GET FINE LETTERS OF 
GREETING 


The Printing of Merit series shows a stock 
greeting letterhead and how it was used by 
the members of a national retail dealers 
group. 


How a Major Promotion Works 
The inside story of how a department store promotion that will cost up 
to $114 millions is planned, developed and brought to completion. An 
exclusive look at Carson, Pirie & Scott’s Festival in Britain. 


Trained Animals in Promotion 


What do you do when you want a trained rooster for an ad? Or when the 
boss tells you to get a tame lion for the annual sales meeting? From now 
on, you can turn to this Advertisers Buying Guide and its source list. 


What is an Art Director? 


It takes one to know what makes one tick, and here is a de- 
tailed analysis of the characteristics that are needed to suc- 
ceed in this most undefinable of professions. 
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one of its many advantages. Other 
advantages are instanteous play- 
back, electronic special effects such 
as wipes, dissolves, etc. Probably 
most important is the fact that 
video tape is considerably lower in 
cost in most instances. 

We are not attempting to cham- 
pion the cause of video tape. Nor 
will we ever underplay the value of 
film in specialized applications. 
(How else may animation be pro- 
duced?) 

But let’s not leave such state- 
ments as these in an “idea” publica- 
tion where they might confuse 
agency men who are faced with 
making decisions regarding the two 
recording processes. 

Ricuarp A. MAGRUDER 

President, The Allison-Drake Or- 

ganization, Dallas 


(Thank you for your comments on 
a situation that is constantly chang- 
ing. The article was the expression 
of the experience of a large user of 
tv commercials, and as such, is 
worth consideration . .. Ed.) 


Antique Newspaper 


® Re your recent article, “Using the 
Past to Sell Today” by Etna M. 
Kelley (March, p. 23), I am enclos- 
ing a sample copy of a newspaper 
designed and produced by the agen- 
cy for our client, Oregon Saw 
Chain Div., Omark Industries, Inc. 

The Chaintown Bugle was pro- 
duced last July when this trend was 
just beginning to gather steam. It 
was first passed out at the annual 
sales meeting, then mailed to some 
10,000 Oregon dealers and distribu- 
tors. 

Body and headline type was from 
Paul O. Geisey Adcrafters; the old- 
time drawings were supplied by 
Schultz-Wack-Weir Printers, which 
produced the piece. The green stock 
was selected because the corporate 
colors of our client are green and 
black. 

WesLey H. PERRIN 

William Winter, Advertising Inc., 

Portland, Ore. 





THE TEXTURE OF 





re 
DIMENSION TO FINE 
LITHOGRAPHY! 


This is a demonstration of new MEAD EMBOSSED OFFSET ENAMEL, 
a distinctively embossed sheet that lends an artistic texture 
to both single color as well as four color process lithography. 
Available in two finishes, three weights, ten sizes, along with _ 
a matching cover grade (Mead Embossed Offset Coated Cover) 

through your Mead Merchant. In combination, these two 
grades are an ideal choice for such important material as 
annual reports, product literature, resort folders. Specify Mead 
and choose from the world's broadest line of fine printing 
papers. YOU GET MORE FROM MEAD...the moving force in paper 
and Packaging. 


" 





Books for 
Admen 


@ Dr. Wilfred Funk’s Bookshelf: 
The Complete and Practical Guide 
to Word Power, by Dr. Wilfred 
Funk; Wilfred Funk Inc., 153 E. 
24th St., N.Y. 10, $12.95 ... One 
reads this quartet of books with the 
growing hope that Dr. Funk could- 
n’t get worse. Then you turn the 
page, and he does. 

He alternates between two styles. 
One is coy: 

“We will start our trip with verbs, 
for verbs are the little power units 
that make sentences move.” 

The other is the same kind of 
prose they use when they want to 
sell muscle-building courses to re- 
tarded adolescents: 

“Do you want success in what 
you are doing? 

‘Do you really want it and the 
thrilling responsibility that usually 
goes with it? 

“Would you like to make more 
money? Or realize some other am- 
bition more speedily and complete- 
ly? 

“You will need the wish and 
drive, of course, but these you must 
already have or you wouldn’t have 
bought this book. 

“The most valuable tools you can 
own to gain your end quickly are in 
this volume. For words are the 
mighty instruments with which to 
win what you want.” 


> Actually, of the four volumes in 
this set, one is very interesting. It is 
called “Word Origins and Their Ro- 
mantic Stories.” But the rest is 
written at the level of a high school 
correspondence course. E.S. 


© Tested Advertising Methods, by 
John Caples; Harper & Bros., New 
York, 308 pages, $6.95 . . . This book 
is a revised and enlarged edition. It 
has been reprinted 14 times. A Jap- 
anese edition has been published. A 
German edition is planned. In this 
case, there is a correlation between 
popularity and merit. This book 
makes sense. 

If your job functions in any way 
touch on advertising, this is a very 
good book to read. If you prepare 
copy in any form, this is a very 
good book to read. It is simple. It is 
direct. And Mr. Caples does his 


readers the courtesy of proving his 
statements. So many books of this 
type attempt to pass off opinion for 
fact. E.S. 


© The Story of Pitney-Bowes, by 
William Cahn; Harper & Brothers, 
N. Y., 262 pages, $4.50 . . . Company 
histories are often dull, but this is 
an exception. It tells the story of a 
company which started out with an 
unsaleable idea, and built it into a 
substantial business. Looking at 
metered mail today, and its place 
in modern mail-handling, it is diffi- 
cult to conceive of the problems 
that faced the initial inventors and 
promotors in getting it accepted, 
not only by industry, but primarily 
by the Post Office Department. 
The story of the struggle is a 
fascinating one, well-told. In addi- 
tion, the management philosophy 
of the company is one which can be 
studied with great interest by any- 
body concerned with the role of the 
large corporation in today’s econ- 
omy. R.B.K. 


© Preparing the Annual Report, by 
Elizabeth R. Floyd; American Man- 
agement Assn., 1515 Broadway, 
New York 36, $4.50 to non-members 
of the AMA, $3 to members, 112 
pages ... A nice job of organization 
and explanation. It should be use- 
ful to anyone saddled with the job 
of preparing a report. Evidently 
there is a lot more to this job than 
meets the eye, or should we say, 
meets the pie chart. ES. 


e How to do Paste-Ups and Me- 
chanicals, by S. Ralph Maurello; 
Tudor Publishing Co., N.Y., 160 
pages, $7.95 . . . Almost invariably, 
the first job an artist gets in his 
career involves the basic task of 
preparing artwork for reproduction, 
and yet, according to the author, 
it is a subject which few art schools 
bother to cover, regarding it, pos- 
sibly, as not creative enough. 

This well-put-together volume 
describes and illustrates, step-by- 
step, how to handle the basic tools 
and techniques needed to prepare 
art and copy for printing. It should 
be in every art department that 
hires a young artist, and it wouldn’t 
do writers and account executives 
any harm, either, if they knew a 
little more about the work involved 
in what seems like a simple end 
product. R.B.K. 








How high 


WINDOW SHADE CE 


@ This effective, merchandising dis- 
play cost the advertiser only a few 
dollars! Yet it is one of the highest 
in first cost we have ever built. 

The reason is that the retailer was 
happy to buy the display because it 
has been highly successful in moving 
merchandise and thereby increasing 
dealer profits. Thus, the advertiser 
recovered most of his display costs. 

While this display was expensive, 
it would have been much more so if 
we had not used wire for almost all 
the structural parts. Wood, hard- 
board and sheet metal have been 
used for appearance. Each material 
has been employed so as to take full 
advantage of its special properties. 

Why not consult us the next time 
you have a display problem? 


INDIANA WIRE & SPECIALTY CO., INC. 
DALY and SHELBY STREETS 
INDIANAPOLIS, INDIANA 
Manufacturers and Designers of Displays from 


Wire in combination with other materials 
since 1945. 
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How to get the word 
to the public 


Persuading the public to change its habits is never easy. 
The campaign of a Canadian telephone company is a good 


example of how to do it. 


By Jack Haskett 


January 23, 1961, was DDD-Day 
for the British Columbia Telephone 
Co. On this day it introduced DDD 
(Direct Distance Dialing) service 
to its Nanaimo and surrounding area 
customers. In addition to accomp- 
lishing this task, the advertising 
and p.r. campaign was to serve as 
the prototype for the Greater Van- 
couver conversion to DDD, sched- 
uled for June 1. 

The extremely successful ad and 
p.r. campaign really started last 
summer at the Pacific National Ex- 
hibition. At this well-attended an- 
nual fair, the phone company in- 
stalled a 12x20’ display which in- 
cluded a 9x12’ colored map. This 
map showed how sample DDD calls 
were processed through switching 
centers all over the North Amer- 
ican continent. A person picked up 
the phone, dialed a listed number 
in another city; when the call had 
gone through all the switching cen- 
ters the skyline of the city called 
lit up, and a tape recorded voice 
answered the phone and said “Hello, 


STARTING 
MONDAY (RECT 


JANUARY ISTANCE 
IALING 


THE TELEPHONE MARVEL 
YOU'VE BEEN WAITING FOR! 


ODD MAKES LONG DISTANCE CALLING TWICE AS FAST 
AS BEFORE. IT'S AS SIMPLE AS PHONING ACROSS TOWN 
AND LETS YOU DIAL TO NEARLY FIFTY MILLION TELEPHONES 
IN CANADA AND THE UNITED STATES YOURSELF 


DDD is coming to NANAIMO, LADYSMITH, CHEMAINUS, PARKSVILLE, 
QUALICUM, BOWSER ond GABRIOLA ISLAND 


<a earrise COLUMBIA TELEPHON € company 
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this is New York (or wherever). 
You have successfully completed a 
DDD call.” During the exhibition— 
which lasted two weeks—over 30,- 
000 individual DDD calls were 
placed, and gave B. C. Telephone an 
indication of the public interest in 
the new service. 


>’ DDD-Day had originally been 
scheduled for December, 1960, but 
because of Christmas mailing dif- 
ficulties the date was set back one 
month. John Leonard, account ex- 
ecutive at James Lovick and Co., 
the phone company’s advertising 
agency, developed a master cam- 
paign plan in calendar form. This 
plan was used by Mr. Leonard in 
talks he gave to the phone com- 
pany employes in explaining the 
new service. It was also used by the 
agency’s traffic department and 
other interested parties. 

Full-page newspaper ads were 
used first to notify telephone users 
of the impending switch-over. They 
were run in all area newspapers the 
week between Christmas and New 
Year’s Day. 

At about the same time, Bob 
Drummond-Hay, public informa- 
tion supervisor at BCT, brought a 


field force into Vancouver for 
training. These were the employes 
who would call personally on the 
larger users of the service. Follow- 
ing this training, an operating head- 
quarters base was set up in Na- 
naimo, the center of the switch-over 
area. Mr. Drummond-Hay was also 
responsible for co-ordinating pub- 
licity with the formal advertising 
campaign. 


>On January 11, the postoffice 
began to process 11,500 DDD in- 
struction booklets. Mr. Leonard 
said that without the full and com- 
plete co-operation of the postoffice 
the campaign would not have been 
anywhere near as successful as it 
was. An additional 4,000 booklets 
were distributed by the field force 
direct to big toll users. 

Simultaneously, outdoor bill- 
boards were set up. Copy read, 
“Direct Distance Dialing is coming 
January 23.” Because production 
department people were cost con- 
scious, on January 23 only two 
sheets had to be superimposed on 
these posters, and the copy was 
changed to read “DDD is here now.” 
All poster showings ran through to 
February 9. 


DIRECT DISTANCE DIALING 
2 booklet is being mailed to you today 


T 


Post-Campaign Ad This is one of a 
f newspaper using testime 
which ran for 


formal 


Nanaimo family keeps in touch 
by Direct Distance Dialing 


Ad for Mailing Piece. . . This 2,000-line ad 
ran in local dailies and weeklies to warn 


everybody that directions were on the way. 


(left) 


OIRECT OISTAMCE DIALING 


Direct to Users . . . A simple folder told 
the full story, and served as a directory 
as well. A die-cut hole in the middle of 


the dial suggested that the mailer be 
hung by the phone. 


STanTs moupar 


DURECT DISTANCE DIALING 1s commmg to MAMAIMO, LADYSAUTH, samen’ 23 


CHEMAINGS, PARKSVULE, QUALICUM, BOWSER ond GABRIOLA ISLAND "ty 
7 


OniTiSe COLUMBIA TELEPWONE Company 


(right) 
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Telephone company trucks car- 
ried “poster in miniature” truck 
cards with the same copy. On the 
23rd a pressure-sensitive fluorescent 
strip—“Here Now’—was placed 
diagonally across the “Coming 


January 23” message. 


>’ On January 12, 2,000-line ads 
were run in local dailies and week- 
lies, and copy advised that “The in- 
struction booklet is being mailed to 
you.” As the field force was con- 
tacting all business firms, emphasis 
in all the advertising was on the 
residential telephone user. One girl 
model was used throughout the 
campaign to lend continuity. 

Fifteen radio spots ran prior to 
DDD-Day, and forty “It’s here now” 
spots were run from January 23 
to February 5. 

On January 4 an open house for 
the phone company employes of all 
affected areas was held, with a 
premiere showing of the ten-minute 
color movie made especially for the 
campaign. This movie was subse- 
quently shown to local service clubs 
and schools, and was very well re- 
ceived. Incidentally, Automatic 
Electric Co., the DDD equipment 
supplier, was so impressed with this 


If you know the out-of-town telephone 


movie that it borrowed it later for 


a one showing per hour run in its 
head office. 


>» Advertising, which had been of an 
instructional nature prior to DDD- 
Day, was switched to “It’s fun to 
use” after January 23. A post DDD- 
Day series of testimonial ads— 
showing actual people making DDD 
calls — was scheduled to run to the 
end of March. These ads all empha- 
sized the “It’s fun to use” copy 
theme. 

During the early stages of the 
campaign, Fred Moonen, p.r. super- 
visor for BCT, arranged to have the 
display, used so successfully at the 
PNE the summer before, set up in 
local stores. An attractively dressed 
telephone employe showed store 
customers how simple DDD was to 
use. Mr. Moonen, who was also re- 
sponsible for the color film and the 
open house, said considerable in- 
terest was generated by this display. 

The week before the big day, a 
telephone survey was conducted to 
determine how much the average 
telephone user knew about DDD. 
The results were fantastic. 95% of 
those queried knew about DDD; 
65% said they had read the instruc- 


number you wish to call 


AREA 
CODE: 


tion booklet; 30% said they had 
seen some form of advertising. “We 
knew then we were home free,” 
said John Leonard. “With this kind 
of response it meant the entire 
campaign had been a smash suc- 
cess.” 


> BCT’s objective was to convert 
90% of the existing station-to-sta- 
tion calls to DDD in three days. On 
January 23, just three hours after 
DDD went into service, the station- 
to-station percentage of calls placed 
directly reached 92%. Since that 
time, the average has never dropped 
below that figure. Additionally, the 
total use of long distance service 
has increased since the campaign 
was started. 

As might be expected, the client 
was well satisfied. Harold Bourne, 
general traffic manager for BCT 
said, “We credit the DDD-Day suc- 
cess completely to the advertising 
and p.r. campaign.” 

The successful campaign will be 
used with only minor changes when 
over 200,000 phones are switched to 
DDD in the Greater Vancouver 
area this summer. Everyone feels 
confident that the campaign’s suc- 
cess can be duplicated as well. 44 


ALWAYS DIAL 112 BEFORE DIALING THE NUMBER 


NUMBER 
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By Bernard E. Ury 
President, Bernard E. Ury Associates 
Chicago 


What should the advertising man- 
ager do when his president asks him 
to be responsible for the public 
relations program which a newly- 
appointed public relations firm is 
going to develop for the company? 

This question faces many adver- 
tising managers in small to me- 
dium-size companies, especially 
where the main purpose of public 
relations is sales promotion, and 
where there has been little or no 
prior experience with public rela- 
tions and its problems. 

The question may even pop up in 
an occasional large company where 
public relations has not blossomed 
to the point where a full-time p.r. 
director runs the show, or where 
an outside p.r. firm is brought in for 
a specific sales promotion assign- 
ment. 


> In the president’s mind, the rea- 
sons for choosing the ad manager to 
oversee p.r. are quite clear: The ad 
manager is generally in charge of 
promotion, and he is the natural 
source of information on the sub- 
ject, as well as the logical point of 
coordination. 

Faced with the question, many 
ad managers will welcome this vote 
of confidence in their abilities as 
well as the chance to put p.r. to 
work making their promotional ef- 
forts more effective, their advertis- 
ing more efficient. 

On the other hand, other ad man- 
agers may not be so enthusiastic 
about taking on a new activity 
which may represent a_ radical 
change in their way of doing things. 
In this, the ad manager may be like 
any other executive faced with 
something different. 

In either case, the ad manager 
is in a_ critical position: It’s 
up to him to make or break 
the public relations program. What 
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When You Become Responsible 
for Public Relations 


he chooses to do depends partly on 
his company orientation and _ his 
view of his job. But another im- 
portant part depends on the steps 
he takes to give p.r. a fair chance. 


1. The ad manager may resent the 
decision to start a public relations 
program without consulting him 
first, as often happens. If the ad 
manager will be responsible for p.r., 
he should be in on the original de- 
cision. But presidents will be presi- 
dents — and they will make deci- 
sions on their own, feeling con- 
fident that subordinates will follow 
through faithfully. 

Sometimes an ad manager may 
feel doubly resentful because the 
public relations people originally 
approached him, were turned down, 
and then went directly to the presi- 
dent. 


2. The ad manager may feel that 
the money being spent for p.r. 
could be better spent on expanding 
his own department. There’s hardly 
an ad manager alive who doesn’t 
honestly feel he needs more funds 
to do an effective job. 


3. The ad manager may be suspi- 
cious and jealous of the p.r. firm be- 
cause it has the president’s ear. 
Most p.r. firms, in fact, will stress 
the importance of bringing all top 
company executives into the p.r. 
program. This is done to give pub- 
lic relations a sound anchor to com- 
pany policy and problems, and to 
make p.r. techniques available for 
more than marketing application. 
But the ad manager, especially if 
he is already insecure, will look 
upon this freedom of the public 
relations people as a threat. 


4. The ad manager may look down 
on p.r. because it’s such a small 
part of his job and budget. Where 
the company is spending $500,000 
on national advertising and only 
$25,000 on p.r. why should the ad 
manager bother to give p.r. his best 
thought? 


5S. Finally, the ad manager may be 
afraid of the new responsibility, be- 
cause he knows nothing about pub- 
lic relations and does not like to be 
at the mercy of a smooth-talking 
p.r. expert. 

“You fellows are constantly talk- 
ing about public images and com- 
pany posture; I’m sick of it,’ one 
ad manager told his p.r. man. 
“From the time you started, you’ve 
never given me any indication of 
what p.r. is all about, so don’t 
blame me if I’m not turning hand- 
springs over your proposals.” 

Very likely the p.r. firm was at 
fault; it may have taken too much 
for granted. But it also happens 
that the ad manager may claim to 
know all about p.r. when he actual- 
ly knows nothing and is afraid to 
ask for an indoctrination. 


> These are some of the most com- 
mon reasons for an ad manager’s 
resistance to public relations. They 
can quickly jeopardize the com- 
pany’s investment in public rela- 
tions if the ad manager allows his 
misgivings to block the program. 

What’s even more _ personally 
significant, by thwarting the com- 
pany’s desire to use public rela- 
tions, the ad manager may well be 
confining his own executive de- 
velopment within the company and 
limiting his future. He may not lose 
his job, but he certainly will lose 
an opportunity to expand his re- 
sponsibilities and show he can mas- 
ter a new challenge. 


> So much for the pitfalls that the 
ad manager can create for public 
relations. What are the positive 
steps he can take to see that public 
relations is made to work success- 
fully for his company? 

From my experience with ad 
managers of companies big and 
small over the past 11 years, I'd 
say that the ad manager would be 
on the right track if he did these 
things: 





Bae 


suggestions tor the 


le previous experience 


of a public relations counsel. 


1. The first step is to get a com- 
plete presentation of the p.r. firm’s 
ideas and program, even though 
they may already have been ac- 
cepted by the president. In fact, the 
ad manager should attempt to have 
the president explain fully why the 
company undertook a public rela- 
tions program and what it expects 
to get out of it. 

This step is important because a 
good many p.r. people, once they 
have the blessings of the president, 
are anxious to get on with the job 
and show fast results. The p.r. firm 
may take the ad manager and his 
knowledge of p.r. for granted. 

Four years after a public rela- 
tions program was started, one ad 
manager called in his p.r. firm and 
told the people: 

“Look, we’ve got a new sales 
manager and he’s asked me for our 
public relations program objectives. 
I can’t recall ever getting anything 
from you, and I felt pretty silly 
when I couldn’t rattle off the an- 
swers. So get me something quick!” 

Four years is a long time for a 
p.r. program to last without an 
understanding of objectives. As it 
happened, the new sales manager 
felt that since no one knew the ob- 
jectives or could tell what p.r. was 
doing, the program ought to be 
halted, and it was. 


2. As a follow-up step to learning 
what the p.r. firm seeks to do, the 
ad manager should learn as much 
about public relations as he can. 
This means reading books about 
public relations; subscribing to p.r. 
magazines; taking short courses in 
public relations and publicity; and 
even taking an associate member- 
ship in a local public relations or 
publicity organization. 

There are at least two books 
which every ad manager who deals 
with public relations ought to read. 
One covers the broad field of pub- 
lic relations, the other deals with 
publicity. The books are: 


Effective Public Relations by 
Scott M. Cutlip and Allen Center 
(Second edition; Prentice-Hall, 
Englewood Cliffs, N. J., 1958). 

Publicity In Action by Herbert 
M. Baus (Harper & Brothers, New 
York, 1954). 

There are more good books, of 
course, but these will give the ad 
manager a good understanding of 
the field. The aim is not to become 
a technical expert on p.r. skills and 
techniques, but to learn the theory 
and principles. 

The ad manager should also in- 
quire about associate membership 
in the local chapter of the Public 
Relations Society of America. Short 
of that, the ad manager can be 
taken as a guest by the p.r. firm to 
the chapter’s meetings. 


3. In the first days of the program, 
the manager should make a com- 
plete presentation of his marketing 
and advertising program and prob- 
lems to the p.r. people. This can be 
done as a part of a general sales 
department orientation for the p.r. 
firm, but it should be done. 

The ad manager should make 
sure the p.r. firm knows: 

e The company’s product line and 
services, with all details. 

® Methods of distribution. 

® Market breakdown. 

e Advertising strategy and sched- 
ule. 

In addition, the ad manager 
should discuss his own analysis of 
the company’s marketing problems 
and opportunities. This is particu- 
larly important. Many an ad man- 
ager has a keener insight into the 
sales problems of the company than 
do the sales manager and president. 
By exposing the p.r. firm to this in- 
sight, the ad manager can often 
help put over ideas that otherwise 
would languish. 

One ad manager, who worked for 
a manufacturer of hi-fi components, 
told his p.r. people that he felt the 
company was missing a bet by not 


trying to sell hi-fi to women. He 
said that other company executives 
generally felt that component hi-fi 
was largely a hobbyist’s market, 
and that it would be a waste of 
time and money to try to reach 
women. 

The p.r. firm saw the publicity 
possibilities in the situation, and 
suggested a project using public 
relations alone to see if the wom- 
en’s market really existed. The 
project worked beautifully, the 
company launched a large-scale 
women’s marketing program, and 
the ad manager became a hero. 


4. The ad manager should estab- 
lish a “beat” system whereby the 
p.r. people can keep in touch with 
department heads who are often 
sources of useful information. 

Working this way, the p.r. firm 
can serve as additional eyes and 
ears for the ad manager, giving 
him facts and ideas that would 
otherwise take long to reach him, if 
he heard of them at all. 

For example, at one company the 
p.r. firm made it a point to contact 
the chief engineer once a month. 
At one meeting, the engineer 
proudly showed a new mechanism 
he was working on. It involved a 
new principle and would give the 
company a strong competitive ad- 
vantage. But the ad manager 
wouldn’t know about it until the 
perfected device was approved by 
management. 

The p.r. people, however, could 
and did informally tell the ad man- 
ager about it. As a result, the ad 
manager got a running head stirt 
on mapping out a successful ad- 
vertising program that would ex- 
ploit the mechanical development. 
At the same time; the p.r. firm got 
advance information that later was 
turned into an_ important 
story and technical article. 


news 


S. Regular meetings should be set 
up at which the ad manager and 
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the p.r. people can discuss the pro- 
gram and keep track of results. 
These meetings are important for 
two reasons: 

First, they enable the ad man- 
ager and p.r. firm to keep on top of 
the program. Without a_ regular 
schedule of meetings, small details 
that can lead to big opportunities 
can be overlooked and forgotten. 

Second, they give the ad manager 
the information he needs to keep 
top management posted. 

Monthly meetings work in most 
cases, but some ad managers will 
find weekly meetings better. Each 
meeting should be well organized, 
and should give both ad manager 
and p.r. firm a chance to express 
themselves. 

The ad manager should have a 
method of keying p.r. results, such 
as inquiries and comments. These 
results should be passed on to the 
p.r. firm as feedback which can 
then lead to program adjustment. 


6. One of the most important things 
the ad manager can do to help him- 
self and the p.r. program at the 
same time is to harmonize relation- 
ships between the p.r. firm and the 
advertising agency. Both are im- 
portant in carrying out the market- 
ing strategy; both should work to- 
gether, and not be carping at each 
other. 

On the other hand, where the 
ad manager demonstrates respect 
for both ad agency and p.r. firm 
and insists on cooperation, the re- 
sults are nearly always excellent. 

In one case, the ad agency took 
a story and an idea originated by 
the p.r. firm and developed it into 
an effective ad campaign that cap- 
italized on the impact of publicity. 
Later, the p.r. firm used the ad 
agency’s advertising program as 
the basis for a feature story in a 
marketing magazine which rec- 
ognized the client company’s pro- 
gressive sales strategy. The ad man- 
ager earned recognition both times. 


> If the ad manager takes these six 
steps to bring p.r. into his program, 
he will find the job can be done 
easily. What's more, the ad man- 
ager will usually discover that his 
position in the company is en- 
hanced and upgraded as a result of 
his successful use of public rela- 
tions. 

Whether the ad manager subse- 
quently becomes president of his 
firm is beyond the point of this 
article. But it’s certain that he’ll be 
doing a better job as an advertising 
manager and producing better sales 
results for his company. 44 
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DIRECT ADVERTISING 


Love Knot 


Addressed in red ink, and sealed-with-a-heart, comes a Valen- 
tine message from Finlay Brothers Printing in Hartford, Conn. 
Inside are three round valentine coaster-blotters, which carry a 
message on an intertwining red and white continuous strip, art- 
fully woven into a complicated love knot. In case you're no good 
at untangling, the inside of the square envelope, all four sides 
of which open when the heart seal is broken, carries an addi 
tional advertising message. 


DIRECT MAIL 
Surprise Package 


A monkey and a cottage cheese carton introduced a new prod 


uct to dealers for National Dairy Products Corp., Chambersburg, 
Pa. Created by the Merchandising Dept. of the “Philadelphia 
Inquirer,” the surprise pack consisted of the new Sealtest ‘Spring 
zarden Salad” cattage cheese carton and the toy fur monkey 
which popped out with considerable spring when the carton top 
was removed. Attached to the monkey was a sales leaflet tell- 


ing the dealer about national advertising for the new product. 


SALES PROMOTION 
Invitations 


r 


Invitations to the annual mint julep party of W. R. C. Smith Pub- 


lishing Co., at the Assoc. of Industrial Advertisers conference in 


Rocio 
OSte 


were replicas of a $20 Confederate note. The other side 

f the invitation listed the day, time, place, and the names of the 
eight Smith hosts, and, incidentally, the titles of all Smith publi- 
cations. At the mint julep party, a fixture of the conference, the 
Smith greeters all wore Confederate vests. 


CUSTOMER RELATIONS 
Miniature Annual Report 


Old Equity Life Insurance, Evanston, Ill., has produced its an- 


ial report in miniature form for nine years. It is mailed in 

ium notice billing envelopes in a simulated policy form and 

miniature policy jacket. Old Equity spokesmen say it’s a “first” 
for the insurance industry. 


Jigsaw Puzzle 

Air France has produced a jigsaw puzzle, which, when com- 
pleted, is the map of France. Entitled "The Seven Provinces of 
Air France,” the map is an attractive reminder of the country 
the airline uses as a home base. On the back of the map is text 


describing the features of the different regions of the country. 
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Drawing its inspiration from the classic proportions of the 
Bodoni series. Torino has quickly earned a place of honor 
and preference in the work of leading designers throughout 
the world, Outstanding in the delicacy and distinction 

of its letter forms, Torino achieves an 

immaculate harmony of broad and thin strokes, appropriate 
to both text and display functions. In color of line as well as 
in the architecture of each letter, it recaptures, freshly, 

the balance of Bodoni. 
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distributed by 
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AND GRAPHIC EQUIPMENT, INC. 
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Making; Sales---- 
vyey~with Specialties 


The winners of ASNA’s fourth annual competition 
illustrate how advertisers, both large and small, 
integrate specialties into promotion. 


By Bette Macon 
A&SP Associate Editor 


Better campaigns gave the judges 
a rougher time this year at the 
Fourth Annual Awards Competition 
sponsored by the Advertising Spe- 
cialty National Assn. 

At least this was the consensus 
of opinion among the four out of 
five judges who were repeating last 
year’s stint as award-givers. Gen- 
eral upgrading of campaigns on the 
whole was reported by the jury, 
with fewer peaks and valleys in the 
levels of campaigns entered in the 
competition. 

This indicates that specialty users 
are becoming “pros” in producing 
smooth, effective campaigns — an 
encouraging note for the industry 
as a whole. But it also indicates that 
producing a winning, newsworthy 
specialty campaign is becoming 
harder all the time. And, while 
quality is better over-all, a look at 
the campaigns in the runner-up 
group shows it is becoming harder 
to come up with something really 
new in a specialty. 


> Perhaps this should not be the 
final test. Perhaps the ultimate 
judgment should be based solely on 
the effectiveness of the campaign. 

But if that were the criterion, 
the prizes would have to be in- 
creased at least four-fold, for it must 
be admitted that novelty is not the 
sole winner in a race of this sort. 
Often sincerity and consistency of 
prospect-contact will accomplish as 
much, if not more. 

But be all that as it may, A&SP 
presents each of the award winners 


heartiest accolades from the judges: 
Harold A. Smith, vice president, 
Needham, Louis & Brorby Inc.; 
Howard Ballard, account executive, 
Earle Ludgin & Co.; Burt Goodman, 


advertising manager, The Englander 


Co.; Stuart Shryer, managing editor, 
Food Business; 
Konikow, managing editor, ADVER- 
TISING & SALES PROMOTION. 


First Prize Winner 
(Budget under $1,000) 
Single Shot Promotion 
Advertiser: 


Kaiser Refractories, 


Low Budget, Single Shot 


and Robert B. 


Div. Kaiser Aluminum and Chemi- 
cal Corp., Oakland, Cal. 


The Campaign: To introduce its new 
magnesium oxide plant and em- 
phasize the new location, Kaiser 
sent a box in which a map was 
packed, to each person on the mail- 
ing list. An announcement cover 
with a die-cut circle was placed 
above the map with a plastic mag- 
nifying glass mounted over the cir- 
cle to pin-point the plant’s location. 
A total of 10,000 prospects and cus- 
tomers received it by first-class. 

A strong case for the possibilities 


Premiums, Prizes & Specialties © 33 





LAMP 


with FOCALIZER “STARE-BREAK" .. . relieves 
Eye strain from constant TV stare and glare 


Model +710 


This T-V Lamp Clock is wholly new in concept! 
Fully avtomatic self-starting electric clock .. . 
calculating and registering every second, min- 
ute, 10-minute and hour. Big, bold, easy-to- 
reed “Time at a Glance’ Colorama numerals. 
Giolite luminescent face GLOWS IN THE DARK. 
Hes a comforting night light for bedroom or 
nursery controlled by independent switch. Wal- 
nut plastic case. 5344” H, 6” W, 3%" D. UL 
approved cord and motor, 110V 60 cy., AC. 
individually boxed for reshipping. One yeor 
Guorantee. Retail $11.95 plus tax 


Priced to Fit Your Premium Budget 


Write for Full Color Catalog 
and Price LIST 


PENNWOOD NUMECHRON CO. 


7249 Frankstown Ave. Pittsburgh 8, Pa. 


HATS A PLENTY! 
for 
PREMIUM 


he 


EVERYBODY LOVES A CAP... 


Headwear is the most useful and profitable 
premium you can offer. Whether your next 
advertising promotion calls for self-liquida- 
tors, give-a-ways, dealer loaders, coupon or 


sales incentive items etc., remember 
HENSCHEL MFG. CO. manufactures head- 
wear for every purpose . . 
range. 

Step up your Advertising and Premium 
Sales! Write TODAY for latest catalog and 
discounts. 


Henschel Mfg. Co. 


Please send cc 


. in every price 


604 LOCUST 8ST 
ST. LOUIS 3, MO 


Specialists 


Low budget, Series 


of novel applications for ordinary 
specialties, this campaign was con- 
sidered responsible for the 
plant’s stream of customers 
the opening day. 


new 
from 


Jobber: Walter W. Cribbins Co., San 


Francisco 5 


Suppliers: Waterbury 
Inc., Waterbury, Conn. (magnifying 
glass); Allen, De St. Maurice & 
Spits, San Francisco (box) 


Companies 


First Prize Winner 
(Budget under $1,000) 


Series Promotion 


Advertiser: Commercial 
Bank, Peoria, III. 


National 


High Budget, Single Shot 


— 
ane 


. 


mae: | Pte ith die ; R. 


The Campaign: A series of seven 
mailings over a period of time ac- 
complished four objectives for this 
advertiser. The first three mailings 
— emphasizing an increase in the 
savings interest rate — included 
rubber dollar bills with the slogan 
“Stretch Your Dollar”; an offer of 
a free piggy bank; and finally three 
brand new pennics. These mailings 
were spaced six to eight 
apart. 

The fourth ma. ag — timed to 
coincide with spring planting — 
was a packet of seeds for a “Money 
Plant.” This mailing promoted the 
savings accounted with copy that 
read: “Watch Your Savings Grow.” 
Mailing 5 tied-in with the Fourth 
of July through a firecracker novel- 


weeks 
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Why do the blue chips’ choose Sheaffer 
for premiums or advertising gifts? 


These leaders of industry know it pays lasting dividends 
to give their customers a gift that shows it was selected 
with care...one that will be appreciated and used 
day after day, providing a constant reminder of them and 
their services. And, they also know that one good name 
deserves another; when they imprint theirs on a Sheaffer, 
they know they’ve given the best. 

Sheaffer Pens and Pencils are designed to make ideal gifts, 
regardless of the size of your budget. Clip and mail 
the coupon below and we will have a Sheaffer 
representative contact you to show the entire line and 
discuss details and prices. 


Aes thro nuts 


Susaccens & 


Cartridge Fountain Pens 
Fill with handy cartridges 
of Skrip writing fluid you 
carry in pocket or purse. 


New Thin Pencils 
With new spiral grip 
for writing ease. 
Sleeve tip stops lead 


eee 


breakage. Mr. Hugh C. Green, Specialty Sales Manager, Dept. AR-| 
W. A. SHEAFFER PEN CO., Fort Madison, lowa 


Skripriter Ballpoints 
Start instantly. The only 
ball points that write with \ : NAME 
world famous Skrip ball- 


point fluid. ADDRESS 


CITY. 


DE etgecctennenin UNE. 


September 1961 


Please have a Sheaffer representative contact me to discuss details and prices. 
This request does not obligate me or my firm in any way. 


A&SP 
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4 Under Qe each! 


~ QUIK - SHINE 
ADVERTISING SHOE CLOTHS 


You have used Quik-Shine in hotels 
and motels. Now put YOUR AD in one 
or two colors on this useful MAIL EN- 
CLOSURE or GIVE-A-WAY promotional 
piece. Available bulk or packaged. 
Priced as low as 1¢ each in quantity! 


TIE-IN IDEAS: When you travel... Brighten 

your future . . . Polish off your problems with 

... You'll take a Shine to . . . (or use straight 

copy for many, many purposes). 

See your Advertising Specialty Jobber—or write 
ROYCE-EDWARDS COMPANY 
P.O. BOX 7552 MEMPHIS 12, TENN. FA 7-1442 


MEE 


Pat) 7 Vas) 


Wa ify Vide 
GOODWILL 
MINIMUM ORDER 100 
@& ORCHAWAII ' 

ORCHIDS OF HAWAII, INC. 


305 7th Ave. WY. 1, WY. + OR 56500 
Branches 


© 469 E Ono St, Chicago 11. Il! + Tel - 467-5765 
» 24421 Narbonne Av Lomita (lL A) Cal - 045-0381 


PRODUCT ON DEPT 


WANTED FOR ALL USERS OF DECALS 


RUBSBERCAL® (plastic decal) is permanent, woterproef, tough 
Eases! apphed without woter in ony weather Best indoor, ovt 
door emblems. More economical. Write for Made only by 


somples 
MULTICOLOR PROCESS CO., Bax 1033, Tulsa, Okla. 





ATTENTION 

GETTERS! 
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Pee eel reliL 


DOUGLAS MACK 
eee cs ee ee 
Francisco 14, Calif 


ORES REESE 


Choosing a Christmas 
Gift? 
See A&SP for October 
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ty pencil 
Services”; 

The sixth and seventh mailings 
built goodwill with a teleclip for 
marking down important phone 
numbers; and a red-ink ballpoint 
for teachers to use when grading 
papers. 

None of the items in this cam- 
paign were expensive but all were 
appropriately themed for the speci- 
fied objective. The consistency of 
contact in the seven mailings, 
spread out over an extended period 
of time, also helped to make this 
campaign a good one. 


advertising “Bang-Up 


Jobber: Sel-Mor Advertisers Inc., 
Peoria, II. 


Suppliers: H. Meinhardt & Co., Chi- 
cago (rubber dollars); Luther Bur- 
bank Seed Co., Philadelphia (Money 
Plant seeds); W. A. Laidlaw Wire 
Co., Peoria, Ill. (piggy bank); 
Bolden & Co., Akron, Ohio (tele- 
clip); Souvenir Pencil Co., Cedar 
Rapids, Iowa. (fire-cracker pencil; 
red ballpoint pen). 


First Prize Winner 
(Budget Over $1,000) 


Single Shot Promotion 


Advertiser: Record-American, Bos- 
ton 


The Campaign: To boost advertising 
space sales, the Boston Record- 
American used a promotion based 
on the theme: “A Bigger Piece of 
the Pie.” Apple pies were baked in 
large ceramic ashtrays. A piece was 
cut out, and the missing slice area 


High Budget, Series 


‘ roel 
= 


was filled in with a folder with the 
question: “Are you shy on Pie in 
Boston?” plus additional copy. The 
pie was packed in a see-through 
box and delivered by Western Union, 
with a brochure, to selected cus- 
tomers and prospects. Also included 
in the package was a plastic knife 
and fork set. 

After the pies had been eaten, the 
ashtray remained on the recipient’s 
desk as a reminder of the cam- 
paign. The newspaper reported an 
increase in space sales after the 
“pie” promotion. 


Jobber: New England Advertising, 
Newton Highlands, Mass. 


Supplier: World Wide Art Studios, 
Covington, Tenn. 


First Prize Winner 
(Budget Over $1,000) 


Series Promotion 


Advertiser: Pennsylvania Trans- 
former Div., McGraw-Edison Co., 
Canonsburg, Pa. 


The Campaign: Six mailings on a 
Safari-adventure theme were used 
to introduce a new polyvinyl-chlo- 
ride coating for the Pole Star dis- 
tribution transformer. Using a high- 
ly personalized touch, the mailings 
consisted of letters written by a 
fictitious globe-trotting figure 
named “Petey” (from the letters PT 
in Pennsylvania Transformer). Let- 
ters from Petey were mailed dur- 
ing his African safari in search of 
a famous spring noted for its sky- 
blue liquid. 





During the promotion a contest 
asking for clues on this spring’s 
location was conducted which 
brought heavy response and interest 
from the mailing list. African handi- 
craft products were given as prizes 
but each person on Petey’s list also 
received a free wallet and a hand- 
carved ebony letter opener from 
Africa. An after-the-promotion 
campaign, aimed at PT sales rep- 
resentatives, included a plastic coin 
holder. 

The response was gratifying, ac- 
cording to the company, and proved 
that the human element is especially 
welcome when promoting a _ tech- 
nical industrial product. 


Jobbers: Curtis Advertising Spe- 


cialty Co., Pittsburgh; Sam Harris, 
Pittsburgh. 


Suppliers: Afri-craft, Toledo (ebony 
letter openers and contest prizes); 
Peerless Plastics Inc., New York 
(wallet); and Quickey Mfg. Co., 
Akron, Ohio (plastic coin holder). 

44 


Holiday Pocket Guides 
Produced as Agent Aids 


A new sales aid for travel agents 
has been published by Holiday in 
the form of miniature travel guides. 

Designed to provide easy and 
correct answers to the travel ques- 
tions most often asked by prospec- 
tive tourists, the set of five booklets, 
each measuring 2x3” in size, are 
titled as follows: 


e How to Get a Passport 

e Currency Converter and Tipping 
Guide 

e Travel Wardrobes for Women 

e Travel Wardrobes for Men 

e What Your Travel Agent Can Do 
For You 


Each booklet is bound in a 
leather-like material and contains 
64 pages each. As a set they answer 
such varied, but basic, questions as: 


e Where will visas be necessary? 
e How much should I tip a London 
cab driver? 

e What clothes should I take on a 
Caribbean cruise? 


The guides are available to travel 
agents in sets of 72 books at pro- 
duction cost. Each set is packaged 
in a display carton which takes only 
10144” of counter space. The books 
can be imprinted. 

Additional information is avail- 
able from Holiday Pocket Gudes, 
Holiday, Promotion Dept., Inde- 
pendence Square, Philadelphia 5. 44 
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One or more insert pages can be distrib- 
uted in the calendar pad. 


A little imagination makes the desk calendar one of the hardest 
working advertising media ever devised. Insert pages, like those 
illustrated, transform a simple “reminder advertising’’ medium into 
a powerful selling tool. No waste circulation ...every reader of your 


ad is a customer you want to hold, or a customer you want to get. 


Write for ‘WORK WONDERS”, 
a story about imagination in 


desk calendar advertising. 


America’s foremost desk calendar 


EVER READY CALENDAR MANUFACTURING CO. 
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Cartwheels, Anyone? . 


. Jingling a handful of 


man, with green eye-shade and apron, waits for customers in his San Mateo photo 


graphic shop. 


silver dollars, proprietor Jack New- 


Here’s how a camera retailer 
gave away jingling cartwheels to 
boost business during 

a slack season. 


Silver Dollars for Promotion 


By Bert Goldrath 


Jack Newman of the Camera 
Center in downtown San Mateo, 
Cal., has hit upon a device which, 
for the third straight year, has in- 
creased turnover dramatically dur- 
ing normally lean periods. He gives 
away money. 

The only string attached to each 
big, shiny silver dollar he hands 
out is that each gift is contingent 
upon a $10 purchase. At first glance 
it might seem that the Camera 
Center is discounting its merchan- 
dise 10%, but such is not the case. 
About half the customers make 
purchases smaller than $10. Some 
buy only a greeting card for a 
quarter. So Newman is in effect 
receiving a full 95% of the list price 
of each item. 

The fact that one out of every 
two customers participates in the 
promotion is in itself a phenomenal 
tribute to its effectiveness. Sales- 
manship in support of the promo- 
tion is of course essential to its 
success. 
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> Mr. Newman isn’t satisfied to 
leave it up to the buyer to bring 
the total of purchases beyond the 
$10 level. He builds them up him- 
self from small sales to larger ones, 
using the silver dollars to turn the 
trick. For instance, if a_ sale 
amounts to between $5 and $10, Mr. 
Newman or one of his salespeople 
will say, “You're pretty close to 
getting a free silver dollar if you 
take a little bit more. And you can 
always use more film and flash- 
bulbs.” 

People who buy merchandise 
amounting to less than $5 are a 
little harder to persuade, but this 
is how it’s done: during the month 
of February, when the Camera 
Center runs its dollar promotion, 
all the salespeople on the floor wear 
green change aprons with pockets 
jingling with dollars. They also 
wear green celluloid eyeshades, 
which imparts rather a Las Vegas 
atmosphere. To upgrade a small 
sale or to persaude an indecisive 
customer, they casually toss a 
handful of dollars with a clatter 


upon the counter. The gesture is 
accompanied by some such remark 
as, “Did you know that you are en- 
titled to one of these, free, with 
every $10 purchase?” The visual 
effect of the shiny coins, and the 
ring they make on the counter, are 
powerful weapons. 


> Mr. Newman reports that the 
most convincing demonstration he 
has had yet of the value of the 
stunt is when a steady customer 
came in one day to buy a roll of 
color film. Mentioning the need for 
flashbulbs and additional film, Mr. 
Newman scattered some clattering 
dollars in front of the customer. 
When the other items were added 
to the original roll the total was 
over $12. At that point the custom- 
er began selling himself and the 
final total came to more than $24. 

The “free money” offer applies 
to all merchandise in the store. 
Thus a person who buys as much 
film and bulbs as he needs can 
build a purchase beyond $10 by 
buying greeting cards, cameras, 





projectors, binoculars, darkroom 
supplies, photo accessories, photo 
finishing, hi-fi items and tape re- 
corders. 

The promotion works especially 
well in helping to sell both new and 
used cameras, Jack Newman ob- 
served. It’s largely a matter of sug- 
gesting, “Why not apply these sil- 
ver dollars as down payment on a 
camera?” Several big-ticket sales 
have resulted — because the idea 
would probably never have oc- 
curred to the customer without sug- 
gestion. 


> Mr. Newman stages the event in 
February, which he says is normal- 
ly the low point of the year. The 
giveaway program has _ boosted 
February levels over the past cou- 
ple of years to the same high point 
as June and July, which rank as 
prime months second only to the 
Christmas season in the camera 
business. He first tried the idea in 
1959, applying the offer to cameras 
only, with fair success. Last year 
he handed out silver dollars with 
all kinds of merchandise, and Feb- 
ruary volume doubled over its old 
level. In 1961 he decided not to 
argue with success, and repeated 
the event in much the same way, 
with even better results. “I only 
wish I could use the idea more than 
once a year,” he lamented. 

This is the first year in which he 
went all-out and equipped the sales 
staff with green aprons and visors. 
By not doing so last year, he be- 
lieves, he missed out on some small 
sales that could have been up- 
graded, although he did very well 
in heavier equipment. 

He was undecided at first whether 
the visors should be worn, wonder- 
ing if they were in keeping with 
the dignity of an _ establishment 
where sales often run into many 
hundreds of dollars. But a tryout 
convinced him that the offbeat 
uniform aroused interest and stim- 
ulated questions which often led to 
bigger sales. 


> The 


a_ series 


promotion was supported by 
of bi-weekly ads in a 
prominent position (page two) of 
the local daily, the San Mateo 
Times. Three-column ads, running 
nearly the entire depth of the page, 
were headed with a cut of a herald 
trumpeting “Hear ye, hear ye! Proc- 
lamation . . . During the month of 
February ye olde Camera Center 
will give away FREE SILVER 
DOLLARS. To all knaves, gentle- 
men and lady customers we will 
give a free silver dollar with each 
$10 purchase. Come in and get 


yours.” Remainder of the copy was 
devoted to cuts and material relat- 
ing to cameras, but reiterating the 
offer. For example a Polaroid 800 
outfit was advertised at $148.88 less 
14 free silver dollars returned. 

Each morning Mr. Newman went 
to the corner bank and bought 
enough of the big coins to supply 
each salesperson with $20 worth — 
about all that could be comfortably 
carried. 

An orange-and-black banner the 
full width of one front window at- 
tracted passersby. Similar point-of- 
sale material was_ used inside, 
pasted on counter fronts and above 
wall display cases. A large number 
of shiny dollars were scattered 
casually among items of merchan- 
dise displayed in the windows. 44 


Harnischfeger Offers 
Scale Model Premiums 


New additions to the junior pre- 
mium field are the scale model 
miniatures of a power shovel and a 
truck crane from Harnischfeger 
Corp. 

The models include P&H Model 
890-TC, often called the “world’s 
largest truck crane,” and the P&H 
Model 1025A power shovel, a 3% 
cubic yard capacity excavator. 

Both models were reproduced by 
Lionel Corp. and are available at 
$2.25 each from the Advertising 
Dept., Construction and Mining Div., 
Harnischfeger Corp., 4445 W. Na- 
tional Av., Milwaukee 46. 44 


Flora-Cheque Plan Shows 
New Idea in Gift Giving 


Newest idea in gifts is the Flora- 
Cheque plan developed by the Flor- 
ists Telegraph Delivery Assn., De- 
troit, Mich. 

Using this plan, the giver elimi- 
nates the step of ordering flowers 
by wire and instead sends a Flora- 
Cheque directly to the recipient. 
The checks can be exchanged for 
flowers or plants throughout the 
world at any of the 24,000 member 
shops of the Florists’ Telegraph De- 
livery Assn or its international af- 
filiate, Interflora. 

Redeemable in flowers or plants 
only, the Flora-Cheques are avail- 
able in $5, $7.50 or $10 denomina- 
tions. 

A sample check, describing the 
new plan, is available. 


- for more details circle 927, page 141. 
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How to Plan an 


Incentive Campaign 


When you want salesmen to make that extra effort, it is 
often necessary to give them a little extra incentive. Here 
are some guiding principles for you to use. 


Because we will be saying so 
much about the use of “incentives” 
in business, perhaps we_ should 
start with a clear definition of the 
word. Maybe the best way is to con- 
trast it with another word, “mo- 
tives.” They are alike in that both 
are forces that spur people to ac- 
tion. They are different in that 
motives spring from an inner source, 
beyond control, while incentives are 
urgings from an outer source. 

We believe that every action is 
for some motive or some incentive. 
In business, the two great incentives 
are profit and pride. One is quite 
as powerful as the other. Combined, 
they are irresistible. 


>» In every successful incentive pro- 
gram, three ingredients must be 
considered: 


1. The prizes must be worth work- 
ing for. 


2. The prizes must be of such a 
nature that they will be treasured 
and admired. 


3. The promotion of an incentive 
program should include some ex- 
citement and a change of pace that 
says in effect . . . “Do it now.” 


It is a matter of record that mer- 
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chandise prize incentives have 
spurred lagging spirits into high- 
gear enthusiasm and zoomed sag- 
ging sales to record-breaking levels. 
Planned with a little skill and a 
touch of imagination, incentive 
programs often produce results that 
are a little short of miraculous. The 
reason is crystal clear: most of us 
can do more work, better work or 
both. In a real sense, the prizes that 
management awards are self-liqui- 
dating. They are not given away; 
they have been won and earned 
by extra effort and added achieve- 
ment. 


> In a sense, all businesses are 
alike: At the top there are a few 
who “burn” . . . they have inex- 
haustible energy .. . they are 
always on their toes. Such rare 
people need no added incentives. At 
the bottom of the ladder one finds a 
few people who cannot be saved. 
Incentives would be of no avail. 

But in between are some 80% or 
more who are good, but not so good 
they couldn’t be better. Most peo- 
ple (perhaps you and the writers 
included) rarely work at full capac- 
ity. Most of us could do with a bit 
of urging . . . in other words, an 
added incentive. 


We believe that the beauty of a 
merchandise prize program is that 
it is always new, always different. 
It can be fitted into virtually every 
business, without disrupting any- 
thing. Merchandise prizes will add 
enthusiasm and jog people out of 
routine habits. 


> Prizes must always be offered in 
wide variety. Why? Because no one 
can guess what the other person 
wants. Prizes should be selected to 
appeal to the whole family, husband, 
wife and children. A handsome 
prize book brings tempting prizes 
into the home. A man’s family 
clamoring for presents will have 
much more effect on him than any 
business pep talk. Last, but not 
least, tangible prizes appeal to a 
man’s pride. 

Budget-minded people will note 
that initially no money need be 
spent other than for a few prize 
books and a few mailings. As for 
the prize, it can be claimed that 
they cost nothing. Prizes are 
awarded only to people who earn 
them. No improvement .. . no 
achievement . . . no prize. 

To every client, we offer one bit 
of advice. Take it easy . . . plan one 
step at a time. 


> With this in mind, we offer a 
series of topics arranged in a nat- 


This article was adapted from “Planning 
an Incentive Campaign,” a publication of 
the John Plain Co., Chicago, 
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ural sequence, each of which should 
be reviewed and answered. 


1. What are we after? 


Consider the objective. Do you 
want more sales, more customers, 
or is it new territory to be ex- 
plored? Perhaps it is a matter of 
safety, production or courtesy. Here 
is a list of objectives commonly 
served by incentive programs: 


More sales 

Inducing dealers to buy 
Moving higher ticket items 
Getting dealer cooperation 
More production 

Less accidents 

Employe recruitment 

Ideas for short cuts 

Courtesy awards 

Pushing a new product 
Adding new accounts 

Selling more profitable goods 
Early buying of seasonable lines 
Less errors 

Improved attendance 

Cutting waste 

Ideas for new product names 
Cleanliness; good housekeeping 


2. What is it worth to gain the 
objective? 


Everything has its price. What is 
a new account worth? What can you 
afford for added sales? How much 
can you invest to get less accidents 
or more courtesy? You, as a client, 
are the only one who can answer. 
Extra business and extra effort is 
usually extra profitable so it is good 
judgment, when setting prize sched- 
ules, to err on the generous side. 

After the total investment is de- 
cided, it is time to ask: 

How much for prizes? 

How much for promotion? 


3. What is “in it’’ for prize win- 
ners? 


Each prize winner is an important 
person in a prize program. He must 
have a good chance to earn enough 
to arouse his interest. An _ ideal 
setup may be estimated in this way: 


e Include as many persons as pos- 
sible. The more participants, the 
greater the results. 

e Programs that offer one whop- 
ping big prize for first, and little 
or nothing for the runners-up, have 
serious drawbacks and may do more 
harm than good. 

@ Cross-check your figures. Under 
the terms of your offer, how much 
will the average man get? What 
will the top winners get? How 
many? Then answer two more 


questions. Is it inside the budget? 
Is it enough to arouse interest? 


4. Write the rules. 


This way you know exactly what 
you are after, you know how much 
you are willing to invest, and you 
have made it worthwhile for each 
participant. 

e Fix the dates for the start and 
finish of the campaign. 

@ Decide on the point values for 
performances accomplished. John 
Plain prize books, like most others, 
contain no prices, merely “prize 
numbers.” We supply point lists in 
which each prize has a point value. 


5. Now decide on the prize book. 


Taking our de luxe issue as an 
example, you will be working with 
a book 11x14”. It contains 32 de- 
partments of merchandise with ap- 
peal for men, women, children and 
the home. 

It has 72 pages, plus covers, most- 
ly in full color and featuring famous 
advertised brands, many of which 
are exclusive with us. 

It illustrates 2,000 items from 
$1.35 up to big ticket luxuries. 
There are 350 items at or below 
$5. All are clearly illustrated and 
adequately described. 


> Here are some other pointers 
which we have found help make a 
program effective: 


e Make one _ person _ responsible 
for the campaign. After the targets 
are pinpointed, after the budgets 
are approved and after the rules 
are charted, it is best to turn the 
campaign over to one person and 
hold him responsible. A successful 
campaign needs direction, timing, 
enthusiasm and personality. Give 
full authority to one person. 





® Select a theme. The best cam- 
paigns are built around a popular 
theme. We have a number of timely 
campaigns that have been carefully 
prepared and, with your name and 
your individualized rules and com- 
ments, are all ready to use. 


e Mail prize books to the home. 


e Mail progress reports to the 
home; tell each participant how he 
and his colleagues are doing. 


@ Mail all followup and pep let- 
ters to the home. 


e Mail point certificates frequently. 


e Instruct your winners to redeem 
their prize certificates as quickly 
as possible. 


> We have also found two “don’ts” 
that can usually mean trouble if 
included in a campaign. 


1. Don’t be hazy. Check your lit- 
erature for clarity. See that there 
are no misunderstandings, no ques- 
tions. 


2. Never offer a choice between 
merchandise and cash. Cash is a 
very poor incentive award, we be- 
lieve. It has been tried again and 
again. Merchandise is better, we 
believe. 44 


Newsletter on Specialties 
Tells Promotion Uses 


A new help to the specialty field 
is the newsletter now available 
from the I. Irving Weissler Co., 
Brooklyn. 

Entitled “Unique Ad Ideas,” the 
newsletter is devoted to reporting 
on new items in the field and de- 
scribing uses of them in sales pro- 
motion. This first issue lists 12 
steps to higher earnings, and de- 
scribes a variety of ideas for the use 
of the specialty item. 

- for more details circle 928, page 141. 


| MATCH BOOK 
PRI a 


WHEN /T COMES TO BUILDING SALES... 


HAMMOND PREMIUMS 
MAKE A WORLD OF DIFFERENCE 


Hammond business-builders have 
sent the sales curve right off 
the graph for hundreds of 
America’s blue-chip compa- 
nies — and lots of smaller 
ones, too. Decorative maps, 
globes, nature and travel 
books, geographical en- 
cyclopedias, place mats, 

and atlases have helped 

to sell such greatly di- 
versified products as 

cups and crackers, TV 

and tuna, tires and tele- 
grams, and many, many 

more. 


And if none of our standard 
items exactly fits your needs, 
our “customized” premium 
service will dream one up for you. 


For complete information on 
give-aways, traffic builders, 
self-liquidators, and pres- 
tige items for incentive 
use—write today to J. T. McManus, 
Iirector, Sales Promotion Div. 


Cc. S. & Company 


Dept. SP-5 


Lo-\ 


MAPLEWOOD NEW JERSEY 








When it Has to be good, 
get Bundscho 


Here Type Can § m@ SERVE You 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 


Vessccvcsess8#8#8#e8080eee5 


ISI ys hing S eae ea) ll IN PLAQUES 
& TROPHIES 


@ Save valuable 
executive time 
@ Meet program 
deadlines 
@ Stay within budget 


Creative 


Designs 


EDWIN W. LANE CO. 
If It 32 W. Randolph Street 


| 

| 

| 

| 

| a “ Chicago 1, Ill. 
Is An Dept. ADR. . . Send me FREE Literature. 
| 

| 

| 


September 1961 * A&SP > 





Here’s how a Pennsylvania utility 
planned a special event that 
could be moved from one part of 


the state to another. How 
to Hold 


SANNIVERSARY 
CELEBRATIONS 


By W. H. Rodgers Jr. 

Advertising & Publicity Manager 
Pennsylvania Power & Light Co. 
Allentown 


A common sight on the streets of 
central eastern Pennsylvania this 
summer was Pennsylvania Power 
& Light Co.’s “traveling road show” 
— actually a small caravan trans- 
porting materials and equipment for 
the company’s 40th anniversary open 
house program. 

Anniversary gatherings — each a 
circus with as much as 10,000 square 
feet of “big top” — were held at 
12 different PP&L facilities. And, 
before the troupe disbanded in early 
fall, the caravan had completed a 
circuit of more than 1,000 miles. 

The program was aimed at giving 
employes and their families a chance 
to meet the company president, Mr. 
Jack K. Busby, and other PP&L 
officers. Then, too, there was the 
opportunity for the family to see 
“Dad’s” place of employment. Be- 
yond that, it gave employes an 
opportunity to meet the families of 
folks they work with. And, if there 
were friends who might be in- 
terested, PP&L’ers were encouraged 
to bring them along. 


Vehicle Line-Up . . . One exhibit which 
always drew a lot of interest was the 
row of equipment. One of each type was 
lined up for inspection. 

Typical Lay-out .. . While the exact ar- 
rangements varied with the local facili- 
ties, wherever possible, the tents were 
set convenient to both roadways for 
buses and tracks for trains, 
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Movies to Relax . . . Old newsreel clips of company activities gave visi- Stock to Share . . . A feature of each celebration was the 


tors a chance to get off their feet for an amusing few minutes. 


> The gatherings were low in key. 
There were no speeches, no formal 
programs of any kind — in fact, 
informality was the keynote. Guests 
were greeted by Mr. Busby and at 
least four other company officers 
as they arrived. Each guest reg- 
istered and proceeded on tour of 
the facility involved. The tours were 
of the flow type, designed to let 
guests set their own pace. There 
were no canned presentations. Tour 
hosts were on duty only to answer 
questions. Diagrams and signs ex- 
plained the equipment. 

After the plant tour, guests moved 
into a 40 x 120’ tent, which housed 
the special displays. All told, more 
than 30 displays were prepared for 
use in the 40th anniversary pro- 
gram. Most of these were used at 
every gathering, although some were 
tailored for a specific facility. 

The only actual “messages” to 
guests were included in the displays. 
These, however, were designed to 
be interesting as well as informa- 
tive. And there was no “required” 
reading. Visitors could stop and go 
as they please. Where necessary, 
hosts were on duty to answer ques- 
tions. 


e There were five basic display 
sections. One was devoted to 40- 
year service employes and company 
and industry progress in the past 
four decades. It also featured equip- 
ment of the past. Tying in with this 
at one location was a horse-drawn 
line wagon of 40 years ago. 


e The second basic section dealt 
with the company’s specific growth 
activities, centering around its $611 


million construction program. It 
featured scale models of recently 
built PP&L facilities. 


e The third section outlined the 
activities of the company and in- 
dustry in the atomic field. A com- 
pany atomic specialist was on duty 
with a Geiger counter, which quietly 
ticked away as it measured the 
normal radiation in the atmosphere. 
As a group was attracted by the 
clicking, the atomic engineer waved 
his counter over the radium dial of 
a wrist watch. The on-lookers were 
fascinated by the rapid increase in 
the counter’s ticking. Then, to show 
that it is possible to guard against 
radiation by shielding, the counter 
was placed at the back of the watch 
and the ticking decreased. The 
atomic specialist then picked up a 
piece of uranium-bearing rock and 
increased the radioactivity count by 
passing the counter over the rock. 


Announcement Poster 


drawing for four shares of company stock. 


By placing a piece of glass and then 
a piece of lead between the counter 
and the ore, he again demonstrated 
how it is possible to shield against 
radiation. The uranium ore was of 
low grade and came from deposits 
near Jim Thorpe, Pa. The attendant 
completed his “pitch” by passing out 
sample pieces of rock. In almost 
every instance, the always-skeptical 
younger generation insisted that the 
“magic wand” be waved over their 
samples to prove radioactivity of 
the specimen. 


e The fourth display section dealt 
with the company’s industrial de- 
velopment activities, i.e., its efforts 
to attract new industry to the area. 


e The last display area in the tent 
was devoted to progress in living 
through electricity. Highlight of this 
section was a modern all-electric 
kitchen contrasted with a kitchen 


. . . Each open house announcement was built on a fact taken 


from the previous event. A flat color was used in the border to get attention. 


A PAGE FROM PP&L’S HISTORY BOOK.. 


+ This horse<irawn line wagon from another era, 
contrasting the old and the new, delighted the 
3557 people who attended the 40th Anniversary 
Open House at Sunbury plant August 17. 
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Who Does What? 


Use as supplementary force - field 
should procure guide roping. 


These to travel with Advt. Dept. 
caravan 


. To make sure that no detail was overlooked, a 17-page ‘’sweat 


sheet,”” of which this was one, was prepared, and the responsibility for each item as- 


signed to a specified individual 


of 40 years ago. The latter contained 
the actual “ingredients” of a kitchen 
of the ’20’s. A company home econ- 
omist bustled about the old kitchen, 
decked out in a costume of the past. 
Also featured in this section was a 
“portable” patio, complete with 
manikin and equipment for better 
electrical living outdoors. 


> As guests left the display tent, 
youngsters were given Reddy Kilo- 
watt comic books, lollipops and bal- 
loons. The next stop was the 40 x 
120 refreshment tent, complete with 
hot dog stand, ice cream and cake 
vending area and beverage (coffee, 
milk, soft drinks) dispensing stand. 
This tent was designed as the “mill- 
ing around” area. Experience had 
shown employes like to sit around 
with refreshments and chat with 
their co-workers and families. In 
fact, most of them lingered in this 
area long after they had completed 
the tour. 

Also contained in the “milling” 
tent were two other special features 
of the program. One was an old- 
time movie. A motion picture com- 
plete with titles, made for PP&L 
in the mid-1920’s, was uncovered 
during the program’s planning 
phase. It featured the communities 
in the service area, various appli- 
ances and equipment from those 
days, as well as many of the com- 
pany’s facilities. The most interest- 
ing of these shots were edited into 
one continuous roll of film. A theater 
with an early-day motif was con- 
structed and the film was projected 
continuously from the rear at each 
of the gatherings. 
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The second special attraction in 
this tent was the “quickie-picture” 
concession. A special artwork cut- 
out was prepared. It featured Reddy 
Kilowatt with his arms around four 
typical employes. The heads of the 
figures were removable. Guests put 
their heads into the heads of the 
cutout figures and their photographs 
were taken with a camera using 
10-second film. They received their 
print in less than one minute. 

Four photographers were on duty 
at all times so that if each person 
wanted a print, he got one. These 
were inserted in souvenir folders, 
imprinted with the words “the team 
behind the switch.” A team of em- 
ployes applied a special protective 
wax to the prints and inserted them 
in the folder before presentation. 
There was a continuous waiting line 
at this booth from the time the first 
group got through until the show 
ended. From 400 to 500 pictures 
were shot each evening. 

A door prize drawing — four 
shares of PP&L stock were awarded 
each night — was conducted about 
a half-hour before “closing time.” 
Four youngsters from the audience 
drew the winning names from among 
the registration slips filled out as 
people entered. Everybody in at- 
tendance was eligible for a door 
prize. When the winners were 
drawn, a certificate was given to 
them which formally indicated their 
entitlement to the stock prize. Each 
youngster selected to draw a slip 
was given a Reddy Kilowatt ball- 
point pen as a souvenir. 

If an open house were held at a 
power plant, there was still another 


special feature. Each power plant 
has its own locomotive and from 
six to fourteen miles of track. Pas- 
senger cars were rented and guests 
of all ages were given a 15-minute 
trip around the plant area. For some 
of the youngsters, this was their 
first train ride . . . an experience 
they are not apt to forget for a 
while. 

At a convenient location among 
the tour route, some of the heavy 
vehicles used by the company were 
exhibited. These ranged from the 
more commonplace line trucks to 
the unusual “snow-cat,” equipped 
with treads and runners for use in 
snow. The attendants on duty were 
barraged with questions, for even 
many employes had no idea of the 
wide range of heavy vehicular 
equipment necessary in the electric 
business. And, of course, it was a 
thrill for the youngsters to climb 
behind the wheel of a big line truck. 


> The company’s advertising and 
publicity department, an arm of the 
public relations department, was 
given responsibility for setting up 
and carrying out the 40th anni- 
versary open house program. The 
first step was to select a number of 
locations at strategic points on 
PP&L’s service area as_ possible 
sites. A team of experienced open 
house and plant tour personnel then 
surveyed each of the suggested sites 
to determine suitability of each. On 
the basis of this survey, 12 definite 
locations were arrived at. The 
schedule was then worked up 
around Mr. Busby’s schedule, since 
his presence was deemed essential 
to each gathering. 

A program of this magnitude, with 
its myriad of details, requires care- 
ful and detailed planning to avoid 
slip-ups. As a necessary part of the 
program, a complete “sweat sheet” 
was worked out. This listed every 
detail that could be thought of that 
pertained to the program as a whole. 
Responsibilities were assigned along 
with deadlines. This was just the 
necessary detail that had to be ac- 
complished before the show could 
go on the road for the first time. 
This sweat sheet was revised from 
time to time and new duties as- 
signed as new problems arose or old 
ones were resolved. 

Next, a sweat sheet was worked 
up that included the necessary de- 
tail for getting the first open house 
accomplished. Then, prior to every 
open house, a detailed sheet was 
prepared for that particular loca- 
tion. 


> Two advertising department co- 
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ordinators were used on the first 
open house. These fellows had ex- 
perience in setting up prior open 
houses and tours. The display su- 
pervisor and two specialists were 
also part of the first open house 
team. 

After the initial gathering, one of 
the experienced coordinators was 
replaced with an “apprentice.” This 
was done until four people had the 
necessary experience to put on a 
show. Eventually, as the events 
started to fall into a pattern, only 
one coordinator and one display 
specialist were necessary at each 
gathering. This made it possible for 
a team to be setting up at one loca- 
tion while another team was making 
preliminary arrangements at a sec- 
ond location. 

The departmental coordinators 
met with the field personnel about 
two or three weeks before an event. 
The sweat sheet was reviewed step 
by step and the responsibilities of 
each group were clearly outlined. 
The coordinators went into the field 
again after the tents were erected, 
about four days before the open 
house. They stayed on the job until 
everything was ready for the actual 
open house. They had three electri- 
cians available to wire the tents and 
a nine-man construction crew to as- 
sist in getting the necessary work 
done. Incidentally, it was necessary 
to provide transformer capacity for 
maximum electrical load of 75 kilo- 
watts for the various events. 

On the day of the event, the 
entire advertising and publicity de- 
partment was practically cleaned 
out. A representative was assigned 
to oversee each of the following: 
the registration desk, the refresh- 
ment stand, the parking lot, the 
quickie-picture stand, the old-time 
movie, the tour route and, where 
needed, the train ride. One repre- 
sentative was assigned the job of 
press relations. He worked with the 
company photographer, supervising 
departmental photographic cover- 
age and was available for whatever 
press representatives might need. 


> What did it take in the way of 
personnel to put on an open house? 
It’s almost impossible to count the 
number of people involved in the 
preliminary arrangements. On the 
actual night of the open house, how- 
ever — although the number varied 
from place to place — the general 
requirements were: 


e Eighteen girls to act as hostesses 
— twelve registered guests and an- 
swered questions; two handed out 
comic books and lollipops, and four 
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Kilowatt and a Polaroid 


handed out printed literature. 
e A registrar to oversee the regis- 
tration process and keep traffic 
moving. 
e Ten tour hosts to answer ques- 
tions along tour route and eight to 
man displays. 
e Twelve attendants to take care of 
the parking. 
e Sixteen refreshment people — 
eight for cooking and serving hot 
dogs, three on ice cream and cake 
and five on beverages. 
e One nurse to render first aid in 
case of accident or illness. 
e Six quickie-picture attendants — 
four as photographers and two as 
waxers. 
e Two train attendants, to describe 
to passengers what they were see- 
ing along the train route. 
e Two men to help blow up bal- 
loons and two to hand them out. 
e Nine advertising people to over- 
see various phases of the open house 
operation and resolve any difficul- 
ties that may crop up. 

That’s a total of 76 — just on the 
night of the show. 


> By the time the first PP&L show 
was ready for the road, a small 
caravan was actually necessary to 
transport the displays, guide rope, 
wiring, lighting and other necessary 
materials. The caravan consisted of 
a 35’ van, 18’ enclosed truck, 14%4- 
ton panel truck, two station wagons, 
the “snow-cat” and the “weasel” 
(these pieces of equipment are used 
only in snow and high waters re- 
spectively, so it was possible for 
them to travel with the caravan). 
Other equipment was driven to the 
site on the day of the open house 
so that it was not necessary to take 
it off the job. 

The series of open houses was 
announced to employes by a bul- 
letin board poster. At the same 


time, each employe — retired and 
active — received a letter of invita- 
tion from Mr. Busby. The letter 
listed the locations and _ starting 
times and pointed out that each 
employe could attend as many open 
houses as time and distance per- 
mitted. 

For subsequent events, a poster 
was prepared on the day following 
an open house. It included a picture 
or pictures of the previous day’s 
event and announced the location 
of the next gathering. 

No program of extensive media 
publicity was included as part of 
the gatherings. A brief announce- 
ment was given to the local papers 
prior to the gathering and a short 
release was given out at the con- 
clusion. The local papers were in- 
vited to send representatives to each 
open house and did so at each loca- 
tion. 

Employes with four decades of 
service and who lived or worked 
near the site of an open house were 
featured in a special advertisement 
which appeared in all newspapers 
in that area just before the event 
occurred. In fact, employes with 40 
or more years of service were fea- 
tured heavily in the entire open 
house program. A special salmon- 
covered name tag identified them 
as 40-year employes and was pre- 
pared and distributed to each of 
the veterans prior to the start of 
the open house program. A liberal 
sprinkling of tagged employes was 
in evidence at each gathering. 


> A special four-page, green bro- 
chure was prepared for the pro- 
gram. It covered the company’s 
growth in 40 years as well as some 
of the factors relating to the make- 
up of the company. 

A brochure was also prepared 
which dealt with the facility at 
which an open house was being 
held. This was inserted in the green 
brochure. 

At one corner of the PP&L serv- 
ice area, no available facility was 
satisfactory for tour purposes. The 
company, however, is very active 
in industrial development work. It 
has a special department for this 
purpose and works closely with 
local civic groups to attract new 
industry. Fortunately, in this in- 
stance, the company had a large 
piece of property near an industrial 
park. A bus tour of the park was 
arranged as well as a 15-minute 
tour of two of the industries in the 
park. Consequently, this gathering 
was given a strong area develop- 
ment theme and included a bro- 
chure that covered the company’s 





industrial development activities as 
well as featuring the industrial park. 


> The 40th anniversary program 
took a lot of work — the equivalent 
of 2.6 years of advertising and pub- 
licity department members, alone 
(about %th of which was non-com- 
pensated overtime) — but it was 
well worth it. The letters, phone 
calls and general comments from 
employes and their families indi- 
cated that this turned out to be 
one of the company’s most success- 
ful efforts to build employes under- 
standing and good will. 

Those in the neighborhood of the 
various facilities were well repre- 
sented at each gathering and took 
the time to express their apprecia- 
tion to the company. 

The press gave excellent coverage, 
liberally sprinkled with very favor- 
able editorial comment. Various 
local groups and civic officials sent 
congratulatory wires and, in one 
instance, a floral bouquet. 

And now, all of PP&L is looking 
ahead with anticipation to the com- 
pany’s 50th anniversary in 1971. 44 


Salada Sampling Session 
Takes Tea On The Road 


A London lady who gave up 
sleuthing in favor of serving (tea, 
of course) is senior hostess for a 
traveling tea wagon sponsored by 
Salada-Shirriff—Horsey. 

Formerly a lady detective for the 
London police force, Miss Barbara 
Dewey supervised the serving of 
2,784 cups of Salada tea to visitors 
at the Alumnae Festival of Vassar 
College, June 10, as part of a sam- 
pling program to introduce non-tea 
drinkers to the beverage. 

The Salada Tea Wagons visit 
shopping centers, beauty parlors, 
theater ticket lines, club meetings, 
shows, fairs, etc., in their travels, 
serving as many as 300 cups of tea 
per hour. The wagons were de- 
signed to S-S-H specifications by 
General Motors and have two hot 
water boilers, a stainless steel water 
tank, a console model refrigerator, 
four cupboards, an automatic three- 
speed record player with amplifier 
and two rooftop speakers for music, 
and a public address system. Addi- 
tional equipment includes a radio- 
telephone and a cut-in generator 
that charges a heavy-duty storage 
battery to provide power for the 
entire unit. 

The hostesses do their own driv- 
ing and were chosen from more 
than one hundred applicants. 44 





FRIDEN COMPOS-O-LINE 


en eee 


For photographic data processing 


The Friden Compos-O-Line is a revolutionary advance in the prep- 
aration of printed matter of many kinds—catalogs, price lists, director- 
ies, address labels, manuals, etc. This amazing machine, a sequential 
card camera, quickly converts original source material into finished 
composition, ready for the production of plates for offset printing, or 
other reproduction. As a result, you can store, recover, edit and 
process data at great savings in time, effort and money. 


How it works: original data is entered on cards, sorted into desired 
sequence. These cards are paginated and photographed by the 
machine, which produces the information on film or paper. After 
developing, the page format is complete—right down to the required 
heads, sub-heads, rules, texts, tables and page numbers. Find out 
how the Friden Compos-O-Line can benefit your organization. Talk 
to your local Friden representative. Or write: Friden, Inc., San 
Leandro, California. 


THIS IS PRACTIMATION: automation so hand-in-hand with 
practicality there can be no other word for it. 


| | (| 
Sales, Service and Instruction Throughout the U.S. and World fl el] 
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I think I've found a way to meet that 


exhibit delivery schedule. 


There's No Magic Nn 


Cutting: B=ahibit 


Exhibits are expensive, but there are 
ways of keeping costs from going 
unnecessarily high. Unfortunately, 
too many exhibitors ignore these 
simple precautions. 


By Tom Jones 
Copi-King 
Garden City, Mich 


The road to exhibiting is often a 
battleground with the exhibitors 
on one side and the trade unions 
on the other. 

Most company officials — prepared 
for the original cost of the exhibit 
itself, its rental space, personnel 
transportation and living expenses 
during the show — are totally un- 
prepared for the last, often unex- 
pected, costs of getting an exhibit 
up and ready for showtime. 

The mildest-mannered exhibitor 
is apt to turn rabid when presented 
with bills showing that the cost of 
putting up his exhibit ran from $100 
to $300 per day pre-showtime. 
Union help is fine, he feels, but 
paying from $6 per hour on straight 
time to $11 an hour for carpenters 
is exorbitant. And the independence 
of the average tradesman helps in 
making the exhibitor feel he’s a 
candidate for the “poor fish” award. 
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> As an example he tells you about 
hiring an electrician to hook up 
some motors while he (the exhibi- 
tor) is gone from the hall. Two 
hours later he returns to find the 
electrician sitting around at $7.50 
per hour awaiting his return. A 
special problem came up, the elec- 
trician explains. If the work has to 
go on past 4:30, the exhibitor has 
to pay $15 per hour. To complain 
about this is apt to bring on a threat 
from the electrician to let him find 
someone else to do the job. 

The exhibitor — after similar ex- 
periences with sign men, painters, 
and plumbers — leaves the exhibit 
area with a distinct feeling of dis- 
like toward unions, workers, ex- 
hibit hall management and the city 
in which the show is located. 


> The other side of this picture is 
reported by tradesmen who com- 
plain of procrastination and lack of 
planning on the part of the ex- 
hibitor. 

Many exhibitors, they tell you, 
wait until the last moment to get 
their exhibits ready. These are the 
people who pay top prices. Some- 
times they start so late in getting 
the exhibit ready they are still work- 
ing on it the morning of the opening. 
First hour visitors are apt to be 
greeted by harried shirt-sleeved 
booth personnel urging carpenters, 
electricians and the like to work a 
little faster. 


Costs 


One contractor substantiated the 
high wage accusation by reporting 
a personal salary of $750 made in 
the last week before a large ex- 
hibition. He also pointed out the 
fact that last-minute exhibitors 
caused him to work practically the 
whole 48 hours prior to show open- 
ing without an hour’s sleep. He also 
claimed his entire crew of 35 
worked that same shift in order to 
get the show ready for the public. 

So, with some justice on both 
sides, the irritatingly high cost of 
preparing an exhibit still remains. 


> To ease this situation, exhibit 
designers have been creating units 
which were simple to assemble and 
which could be put together in units 
or used separately as space re- 
quirements demanded. However, 
many exhibitors take great pride in 
the originality and elaborate design 
of their exhibits, even though this 
means increased trouble and ex- 
pense in setting it up. 

Another idea, advanced very re- 
cently is the package plan proposed 
by Clapp & Poliak, New York. With 
this plan, the exhibitor pays one 
price for his exhibit space and for 
this amount his exhibit is uncrated 
and set up with all necessary serv- 
ice facilities such as wiring, tele- 
phone, etc. being included. 


> But the major part of the solu- 
tion still lies in the exhibitor’s 





WHEN ITS HARD TO MAKE A CHOICE 
play safe - specity 


BECKETT BRILLIANT OPAQUE 





CANDY looks good, even without the benefit of color, 
when the photographer does his part and the repro- 
duction is on BECKETT BRILLIANT OPAQUE. More 
and more printers are deciding in favor of this pre- 
mium-quality paper. Printers everywhere call it the 
sweetest sheet of them all to print on —they rely 
upon its printability and its dependability. Many 
printers stock it and standardize on it. 

There are good reasons why. The clear whiteness 
of Beckett Brilliant Opaque is matched by its remark- 
able freedom from show-through. (In most cases one 
weight lighter than standard papers can be used.) 


The surface preserves finest details of illustrations 
and type matter. Beckett Brilliant Opaque is pleas- 
ing to look at —there’s no coating to fingermark or 
cause glare. 


Beckett Brilliant Opaque and its companion cover 
stock, Beckett Brilliant Opaque Cover, are offered in 
Vellum and 13 embossed finishes, all of which add 
interesting texture to printed pieces. 


New sample book on request. 
Matching envelopes for Beckett Brilliant Opaque and other 


Beckett grades are available through Old Colony Envelope Co., 
Westfield, Mass., official converter for Beckett Papers. 


THE BECKETT PAPER COMPANY 


MAKERS OF GOOD PAPER IN HAMILTON, OHIO, SINCE 1848 


Color illustration courtesy GMAC Time Payment Plan. 


This is BECKETT BRILLIANT OPAQUE, Coral finish, 80 lb. 





hands. With the use of a few sim- 
ple exhibiting rules he can 
off the high-cost treadmill. 


1. Avoid All Overtime . . . Let the 
other guy come late and pay over- 
time pay scales. When overtime 
rates take effect, let the carpenters 
and the electricians and the painters 
go home. Know when overtime 
rates take effect and how much they 
are. Over a normal, 7-day prepara- 
tion period, an exhibitor can save 
as much as $100 a day in overtime 
charges. 


keep 


2. Arrive Early .. . If the hall opens 
seven days before the exhibition, 
plan to be there from the first day. 
This gives you a safety margin for 
shipping delays, repairs, installa- 
tions, etc. 


3. Have a Dress Rehearsal . . . Set 
your exhibit up at least once before 
shipping it to the show location. 
Almost always you'll find something 
wrong. Better to face it and fix it 
on your own location than to have 
workmen standing around (at $6 or 
$7 per hour) while you try to make 
up your mind. 


4. Get Everything Ready .. . Set 
up all signs, panel pieces, samples, 
etc., to make sure they fit. Code 
everything so the workmen won't 
have trouble deciding where each 
piece should go. The coding should 
be simple enough for anybody to 
understand it. Make sure you iron 
out the assembly and _ installation 
kinks to eliminate the possibility of 
the workmen standing around on 
your time. 


5. Keep Mounting Simple... Avoid 
materials and accessories that must 
be screwed into place after the ex- 
hibit is at the show. Try to build 
in as many simple hangers and 
hidden hooks as possible into the 
exhibit. Set them up before you go 
to the hall. Then all the workmen 
have to do is unpack and put things 
in place. 

Finally, try to have everything 
ready at least two weeks before 
showtime. Sufficient planning will 
free you of exorbitant last-minute 
costs and a bad case of last-minute 
nerves. 44 


Maremont Takes to Road 
To Aid Ailing Mufflers 


A traveling “clinic” to aid muf- 
fler sales and installation profits 
has been set up service station op- 
erators by the Maremont Muffler 
Div., Chicago. 

The mobile called 


clinic, the 


“Salesmobile,” is a_ specially-de- 
signed truck equipped to demon- 
strate muffler installation tech- 
niques, tools and sales aids. It is 
reported to be the first of its kind 
in the automotive parts industry 
and is the result of six years plan- 
ning. 

This direct-to-the-operator con- 
cept is part of Maremont’s “Project 
61” program of expanded customer 
service, according to Robert Wolf- 
son, director of advertising. Pointing 
out that mufflers can be the top 
profit maker for service stations 
and jobbers, he said: “It has become 
increasingly difficult for jobber 
salesmen . . . to carry, explain and 
show all the display materials and 
merchandising helps available. 

“This mobile unit provides the 
fastest, most complete presentation 
ever developed in the industry to 
systematically show dealers all the 
merchandising helps, installation 
tips and technical information nec- 
essary to really become a big profit- 
maker in the muffler business.” 

The Salesmobile’s schedule is 
arranged by local jobbers who book 
the unit into eight or ten service 
stations daily, often seven days a 
week. It is operated by a Maremont 
muffler specialist able to answer 
technical and merchandising ques- 
tions as well as demonstrate tricky 
installation jobs. 

The unit carries a complete line 
of installation tools, details of the 
company’s “Space Saver” stocking 
system and displays showing the 
quality engineered into each Mare- 


Hotel Corporation of America 


A. M. SONNABEND, President 


Salesmobile Training Center . . . Mare- 
mont Muffler Div. takes its training and 
promotion aids to the service station 
operator in this specially designed truck. 


mont alloy-coated muffler. In addi- 
tion, the salesmobile also carries 
merchandising and sales aids in- 
cluding a giant 7’ curb sign, pen- 
nants, streamers, mobiles, posters 
and cut-away muffler. 

Additional information is avail- 
able from Maremont Muffler Div., 
168 N. Michigan Av., Chicago 1. 44 


Free Exhibits Listed 
In New Directory 


A listing of exhibits available on 
a free-loan basis to banking and 
loan institutions has been released 
in a directory from Popular Ex- 
hibits. 

The exhibits covers a broad range 
of general interest areas and have 
been made available by industry, 
public service groups, etc. 

Copies can be obtained for $10 
from Popular Exhibits, 1 Beekman 
St., New York 38. aa 


for summer occasions 
OUTDOOR POOL «+ TENNIS ¢ SUMMER THEATRE 
5 famous restaurants 
YACHT CLUB « RIB ROOM + COLONNADE COFFEE HOUSE 
CHARTERHOUSE and... 
THE POLYNESIAN VILLAGE 


Lavish Floor Shows and 
Dancing Nightly 


rlatnve... 


is the word for the Catering availed to you 
at the North Shore’s smartest address. 
Janquets e Meetings e Conventions e Lunch- 
eons ...no matter, the service is faultless, 
the food superb, and the rooms spacious and 
air conditioned. Ample in-hotel parking. 


The Riviera Hote 
of Chicago— 
and {18 9 ste 


m the loop 


5300 NORTH... 
Sheridan Road 
Chicago 40, Illinois 


PHONE 
Longbeach 1-6000 
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HOW DO YOU CHANGE THE NAMES 


ON 213 STATIONS IN ONE DAY? 


WITH MACTAC SELF-ADHESIVE PANELS! 


Oklahoma stations all over Illinois and Indiana changed to 
Enco on the same day simply by removing self-adhesive 
MACtac® Vinyl panels from previously painted signs. This 
creative solution to an ordinarily difficult promotional problem 
is just one of the many proposed each day by MACtac men in 
the field. If your sales promotion plans pose problems of a 
demanding nature in point-of-purchase, labeling or outdoor 
sign application, rely on the experience of your resourceful 
MACtac representative. 


There’s one right material... one right adhesive 


. 1 Morgan Adhesives Company 
for every job. Your MACtac man knows them all! wis tan + Sen: Oh 


Please send me your samples of MACtac self-adhesive 
print stock. 


NMMACTAC' '- 
Title 
MORGAN ADHESIVES COMPANY Company 


4560 DARROW ROAD + STOW, OHIO Address 








A subsidiary of Bemis Bro. Bag Co. 
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PRESSURE SENSITIVE MATERIALS 


A comparatively recent addition to the arsenal of sales promotion tools, 


ee 


these 


stick with a touch” materials cannot be ignored, because of 


the many functions which they are being called on to perform. 


By Ed Sachs 
A&SP Associate Editor 


Pressure _ sensitives, materials 
which can be applied quickly and 
easily because of their adhesive 
qualities, are now being used in 
tremendous quantities by sales pro- 
motion and advertising executives. 

Their impact on some _ areas 
located in that hard-to-define field 
called sales promotion has been 
great. Point of purchase, for ex- 
ample, and packaging and even sell- 
ing tactics and strategy are not 
quite the same as they were before 
the pressure sensitives came into 
the field. 

These pressure sensitive mate- 
rials take many forms and varia- 
tions. There are the labels. And 
there are the tapes. And there are 
materials coated with an adhe- 
sive with backing paper placed over 
the adhesive. The backing paper is 
removed, the objects are applied, 
the adhesive works and you now 
have been through the pressure 
sensitive process because you didn’t 
have to use water, heat, additional 
adhesive, nails, tacks, hammers, 
pressure tools. Technically you've 
just used finger pressure. Or you 
may have used machines. But the 
basic problem of the adhesion was 
anticipated by the pressure sensi- 
tive manufacturer. 


> Pressure sensitive thinking goes 
like this. Take an object. It can do 
what it was manufactured for. Then 
give that object an adhesive. Now 
you have a new object. That object 
can be attached, applied, pressured 
or stuck on to something else. This 


previously inert object has been 
given a new dimension. 

This, by no means, is the limit 
on pressure sensitives. It is just 
a starting point and from this start- 
ing point has emerged a large in- 
dustry. Selling hasn’t been quite 
the same since. 


> It all started simply. A man had 
an idea. In a booklet entitled The 
Touch That Created an Industry, 
Avery Label gives this version of 
the genesis of pressure sensitives: 

“With the touch of a finger, the 
pressure sensitive label industry 
was born. In 1935, R. S. Avery had 


an idea. From this he perfected the 
method to manufacture a_ label 
which adheres to surfaces with no 
more than finger-tip pressure .. . 
for the first time no moistening, no 
heat, or other activation was re- 
quired.” 

If that was the start, there have 
been many changes. In a publica- 
tion entitled The Use of Pressure 
Sensitives in Advertising and 
Identification, the Topflight Corp., 
York, Pa., gives this picture of the 
industry today: 

“Within the last few years, 
tremendous strides have been made 
in the development of many types 


The following firms have indicated in correspondence with Advertising & 
Sales Promotion that they manufacture pressure sensitive materials. These 
of course, are often available through printers and converters. 


Avery Label 
1616 S. California Av. 
Monrovia, Cal. 


Brown-Bridge Mills Inc. 
Troy, Ohio 


H.S. Crecker Co. Inc. 
100 San Mateo 
San Bruno, Cal. 


Dennison Manufacturing Co. 
Framingham, Mass. 


Fasson Products 
250 Chester St. 
Painesville, Ohio 


Kleen-Stik Products Inc. 
7300 W. Wilson 
Chicago 31 


Lectro-Stik Co. 
4155 Montrose Av. 
Chicago 41 


Minnesota Mining and Manufacturing Co. 
900 Bush Av. 
St. Paul 6, Minn. 


Morgan Adhesives 
4560 Darrow Rd. 
Stow, Ohio 


Topflight Corp. 
York, Pa. 


Transparent Products Co. Inc. 
324 E. 24th St. 
New York 10 
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of materials for pressure sensitive 
identification tapes and labels. New 
adhesives are so numerous that 
there’s a type to adhere to nearly 
every known surface. These are 
being applied to new backing mate- 
rials of specialty papers, fabrics, 
plastics and metals which have re- 
markable characteristics. 

“Today there are hundreds of 
these materials . . adhesives, back- 
ing stocks and laminations that can 
be used together to provide almost 
limitless combinations of character- 
istics. The result is the increasing 
use of pressure sensitive tapes and 
labels everywhere for per- 
manent and temporary applications 
calling for exceptional resistance to 
exposure, moisture,. heat, cold, 
electricity and extreme abrasion. 
The broad uses of pressure sensi- 
tives range from parking lot and 
safety identification to schematic 
drawing, food pricing, sales promo- 
tion and countless others. 

“This is not to imply that each 
application is unique and highly 
involved. Various ‘standards’ do 
exist for particular applications 
within particular industries. It does 
mean, however, that with the rapid 
expansion of pressure sensitive 


technology, what is ‘standard’ to- 
day may be obsolete tomorrow, and 
that a thorough knowledge of ma- 
terials, their characteristics and 
potentials is of prime importance if 
the customer is to receive the ‘right’ 


product for his particular applica- 
tion.” 


>’ Most common uses for printed 


*THESE PHOTOGRAPHS ARE WORTH 80,000 WORDS 


LINEAR SUPPLIED THESE DYNAMIC 


“SPECIAL OFFER” 


PRINTED PRESSURE-SENSITIVE BANDS AND LABELS 


SERVICING ADVERTISING, 
MERCHANDISING AND 
PROMOTIONAL PEOPLE 
1S OUR BUSINESS. 


Our Hi-Speed Multi-Color 
production facilities are geared 
to meet your deadline delivery 
requirements. 

Our Jet propelled National ~ 
Sales Force is always on tap 
ready to assist you to get the 
promotion off the ground. 


*Courtesy of Confucius & Albert Einstein 8 x 10,000 


Servicing the Major Package Goods Companies Throughout the a 
twea7l PRODUCTS, INC. 


37-43 WEST 20th ST.. NEW YORK 11,N.Y. * Algonquin 5-2917 
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| product? 
| only resistant to moisture but also to 


| fing, grease, oil? 


| of the type that can be used over and | 
| over, or does he want his pressure | 
| sensitive to be destroyed, once re- | 


pressure sensitive materials by ad- 
vertising and sales promotion ex- 
ecutives would probably include: 


® truck signs 
® window signs 


® product identification labels and 
nameplates 


® displays 
© bumper strips. 
® convention badges 


The general areas of packaging 
and point-of-purchase have been 
most drastically affected by the de- 
velopment of these pressure sensi- 


Ask Yourself 


—_— a 


When the average purchaser of pres- | 
sure sensitive materials for advertising | 
or sales promotion use gets ready to 
purchase, he usually knows how much | 
money he has to spend. He usually | 
knows what he wants the pressure 
sensitives used for. 

What are the other factors he should | 
check with his pressure sensitive sup- 
plier? 

1. Does he need a moisture resistant | 


| 
| 
| 


2. Does he need a product that is not 
| other elements such as weather, scuf- | 
3. Does he want the material to be 


| easily removable? 
4. Does he want the materials to be | 





moved? 


5. What is the shelf life needed? 
6. How soon can he get delivery or | 
distribution? 
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As “selling tools” for advertising and promotional purposes, printed plastics . . . are well known 
to every sophisticated marketing and promotion executive. 


But . . . they were unheard of just a decade ago! 


Here at Goodren, we've played an important pioneering part in the advertiser’s acceptance of 
plastic promotional material. It really started back in 1952... when we introduced “GOODSTIX”, 
the original self-sticking, clear plastic window sign. 


Since that time, we have brought a host of creative plastic items to market .. . all 
of them directed at you — to help promote and sell your products. 


Essentially to bring our story up to date . . . to show you graphically all these 
merchandising aids . . . we have prepared a brand new, all-encompassing 
product brochure. Beautifully designed, fact-filled, short and to the point, 
this little booklet explains our products... 

what we make — how we make them and 

how they can help you! 


Simply fill in the enclosed postage-guaranteed reply 
card, drop it in the mail, and our new GOODREN 
Brochure will be on your desk in a few days. 


We'll wager you'll be wanting additional copies, too! 
Cordially yours, 


Reynold H. Goodman 
Sales Promotion Manager 
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tives. The materials are used on 
every conceivable type of indus- 
trial and consumer package. In 
addition to labeling carton contents, 
instruction labels, trademarks, 
warning and caution labels, color 
coding, guarantees, special mes- 
sages and deals, the materials are 
also used to gain point-of-purchase 
impact, with special consumer of- 
fers, selling messages, holiday 
greeting and so on. 

To name specifics, here are some 
recent uses of pressure sensitive 
materials: 


@ Ansul Chemical Co., Marinette, 
Wis., provided a pressure sensitive 
label for the dashboard of all 
vehicles equipped with the com- 
pany’s fire extinguishers. 


@ When Standard Oil of New Jer- 
sey went through a recent name 
change, it used pressure sensitive 
signs bearing the new name and 
trademark on station ad_ boards. 
These pressure sensitive materials 
resisted erosion and change by 
weather, grease and oil. 


e The D-Con Co., Chicago, makes 
an insect control product. It de- 
cided that a lot of people watch 
their step when they’re walking 
through stores, so the company had 
pressure sensitive signs put on re- 


ALB IG 


Coming Next Month! 


No More Smear Tidy 
drinkers were 
appalled by the paste 
smears on these 
bottles, caused when 
the label was 
repositioned by hand. 
Brand switched to 
Avery labels and 
found pressure- 
sensitive much more 
tidy. 


tail outlet floors. The pressure 
sensitives did the job and with- 
stood scuffing. 


® When the United States began 
shipping large quantities of mate- 
rials from this country in various 
foreign aid programs, it needed 
product identification signs made of 
materials that would withstand 
salt water spray and would be 
easy to attach. The government 
found the answer in pressure sen- 
sitives. 


@ Motorola has anticipated techni- 
cal developments which will make 
70 channels available in the average 
television area. Purchasers of Mo- 
torola tv sets were informed of this 
possible development by a _ seal 
which was attached to the window 
of their set when it was delivered. 
The seal read “This Motorola TV 
has built-in provision for all 70 
channels UHF television reception.” 


e Frequent user of pressure sensi- 
tive signs at point-of-purchase is 
the telephone company. Signs pro- 
mote yellow page telephone book 
advertising. 


® Bayuk Cigars wanted its spon- 
sorship of the fights on television to 
be exploited in such places as 
taverns and cigar counters. And it 


TRAINED ANIMALS 


And in the months to come: 


APPOINTMENT CALENDARS 


FLUORESCENT MATERIALS 


Exuisit Movinc SERVICES 


PostTaGeE STAMPS 
CaTALoc BINDERS 


P.O.P Projectors 








WE PRODUCE 
COLOR PRINTS? 

DYE-TRANSFER, 

EKTACOLOR AND PRINTONS. 

x; ANY QUANTITY. 


write for RSA glossary of 
181 photographic services 


RIK SHAW ASSOCIATES, LTD. 
250 W. 57 ST., N.Y. 19, PLAZA 7-3988 





Promotion Men! 


it type 


Tens of thousands of artists, 
admen, printers, editors, stu- 
dents swear by the Haberule 
Visual Copy-Caster . .. world’s 
fastest, simplest, most accurate 
copy-fitting tool. Only $10 at 
art supply stores or direct. 
Money-back guarantee! 


HABERULE 


Box AS 245, Wilton. Conn. 


MILWAUKEE 
ABEL & SEAL Co. 


Label Specialists 
* Since 1908 + 


PRESSURE SENSITIVE 
PAPER - FOIL- MYLAR 
DIE CUT or ROLLS 


928 N. JEFFERSON STREET 
MILWAUKEE 2, WISCONSIN 


i BARRON’S “INDESTRUCTO MYLAR” 
My name is Toughy. | defy you to 
scratch or tear me. If you’re not 
chicken you'll try right now. ‘‘Nothing 
gets under my skin.’’ Not even gaso- 
line or solvents. I'm the new self- 
stick Indestructo Mylar made by: 

J. G. BARRON DECAL CO. 
333 N. Michigan Ave., Chgo., Ill. AN 3-4437 


Nae AYN 


TOP Quatity || VALANCES 


FOR 90 YEARS 
THE BEST BUY IN POINT-OF ‘PURCHASE ADVERTISING. 
AN 


NOW, PERMANENT PRESSURE SENSITIVE (WATER- 
LESS) TYPES AND WATER APPLIED TYPES TOO. 


SOME SALES TERRITORIES OPEN-COMPLETE DESIGN SERVICE 


PALM BROS. rs oie an eae 


DECALCOMANIA COMPANY <*> 
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order your 


KLEEN-STIK PRODUCTS 


from these 


LEADING PAPER MERCHANTS 


ALABAMA 


Partin Paper Co. 
3200 Crichton St., Mobile 


ARKANSAS 


Roach Paper Co. 
310 East Third St., Little Rock 


ARIZONA 


Blake, Moffitt & Towne 
202 South 27th Street, Phoenix 


Blake, Moffitt & Towne 
610 S. Park, Tucson 


CALIFORNIA 


Blake, Moffitt & Towne 
R & Ventura Streets, Fresno 16 


Bloke, Moffitt & Towne 
903 Fairbanks Ave., Long Beach 13 


Blake, Moffitt & Towne 
242 S. Los Angeles, Los Angeles 12 


Carpenter Paper Co. 
3100 E. 44th St., Los Angeles 58 


Blake, Moffitt & Towne 
21st & Union Streets, Oakland 23 


Blake, Moffitt & Towne 
601 North 10th Street, Sacramento 6 


Bloke, Moffitt & Towne 
787 Mill Street, Son Bernardino 


Blake, Moffitt & Towne 
1929 Hancock, San Diego 12 


Carpenter Paper Co 
2188 San Diego Ave., San Diego 


Bloke, Moffitt & Towne 
599 8th Street, San Francisco 19 


Corpenter Paper Co. 
301 Folsom St., Son Francisco 5 


Blake, Moffitt & Towne 
1090 North 7th St., San Jose 8 


Blake, Moffitt & Towne 
325 W. Webster Ave., Stockton 1 


COLORADO 


Corpenter Paper Co. 
1504 Twenty-third St., Denver 17 


CONNECTICUT 


Carter, Rice Storrs & Bement, Inc. 
179 Park Avenue, East Hartford 


Carter, Rice Storrs & Bement, Inc. 
494 Congress Ave., New Hoven 11 


DISTRICT OF COLUMBIA 


R. P. Andrews Paper Co. 
First & H Streets, S.E., Washington 3 


FLORIDA 


Jacksonville Paper Co. 
808 West Bay St., Jacksonville 


Everglade Paper Co. 
7100 N.W. 36th Ave., Miami 


Central Paper Co 
2729 Hansrob Road, Orlando 


Capital Paper Co. 
730 West Gaines St., Tallahassee 


Tampa Paper Co. 
2614 East Henry Avenue, Tampa 
GEORGIA 


Whitaker Paper Co. 
225 Ottley Dr., N. E., Atlanta 6 


Macon Paper Co. 
596 Broadway, Macon 


Atlantic Paper Co. 
216 Lathrop Ave., Savannah 


HAWAII 


The Honolulu Paper Co. Ltd. 
Ala Moana at South St. Honolulu 1 


IDAHO 


Blake, Moffitt & Towne 
500 South 8th Street, Boise 


ILLINOIS 


Carpenter Paper Co. 
723 So. Wells St., Chicago 7 


Dwight Brothers Paper Co. 
626 So. Clark St., Chicago 5 


INDIANA 


The Millcraft Paper Co. 
1615 Estella Ave., Fort Wayne 


The Chatfield Paper Corp. 
22 West 24th St., Indianapolis 8 


Indiana Paper Co. 
151 S. Neal Ave., Indianapolis 


IOWA 


Corpenter Paper Co. 
106 S.W. Seventh St., Des Moines 7 


Corpenter Paper Co. 
1900 East 4th St., Sioux City 19 


KANSAS 


Carpenter Paper Co. 
223 Kansas Ave., Topeka 


Liberty Paper Co. 
414 E. 21st St., Wichita 14 


KENTUCKY 
The Rowland Paper Co. 
1400 South Ninth St., Louisville 1 


LOUISIANA 


Butler Paper Co., Inc. 
210 S. Peters St., New Orleans 5 


MARYLAND 


Baltimore Warner Paper Co. 
104 East Lombard St., Baltimore 


The Whitaker Paper Co. 
210 East Saratoga St., Baltimore 2 


MASSACHUSETTS 


Carter, Rice Storrs & Bement, Inc. 
273 Summer St., Boston 1 


Carter, Rice Storrs & Bement, Inc. 
103 Nursery St., Springfield 1 


Carter, Rice Storrs & Bement, Inc. 
70 E. Worcester Street, Worcester 


MICHIGAN 


Whitaker Paper Co. 
5820 E. Nevada, Detroit 34 


Carpenter Paper Co. 
235 Market Av., S.W., Grand Rapids 2 


MINNESOTA 


Carpenter Paper Co, 
220 W. Michigan St. 
P.O. Box 135, Duluth 


Carpenter Paper Co. 
3245 Hiawatha Ave., Minneapolis 6 


MISSOURI 


Carpenter Paper Co. 
318-22 W. Seventh St. Kansas City 41 


Butler Paper Co. 
3400 Market St., St. Louis 3 


Carpenter Paper Co. 
223 E. Waters St., Springfield 


MONTANA 


Carpenter Paper Co. 
2019-2021 Montana Ave., Billings 


Carpenter Paper Co. 
219 Second Ave., So. Great Falls 


Carpenter Paper Co. 
725 Rose Avenue, Missoula 


NEBRASKA 


Carpenter Paper Co. 
736 North 9th St., Lincoln 8 


Carpenter Paper Co. 
815-823 Harney St., Omaha 2 


NEW JERSEY 


Central Paper Company 
418 Washington Street, Newark 2 


Central Paper Company 
40 Belleview Avenue, Trenton 8 


NEVADA 


Blake, Moffitt & Towne 
310 Quincy, Reno 


NEW MEXICO 


Carpenter Paper Co. 
1424 First St., N.W., Albuquerque 


NEW YORK 


W. H. Smith Paper Corp. 
46 Dongan Ave., Albany 


Hubbs & Howe 
2200 Harlem Road, Buffalo 25 


The Millcraft Paper Co. 
1005 Allen St., Jamestown 


Bulkley Dunton & Company 
295 Madison Avenue, New York 17 


Genesee Valley Paper Co., Inc. 
1175 Main St., East, Rochester 9 


NORTH CAROLINA 


Charlotte Paper Co. 
224 South Cedar St., Charlotte 1 


Raleigh Paper Co. 
616 Downtown Bivd., Raleigh 


SOUTH CAROLINA 


Epes-Fitzgerald Paper Co., Inc. 
1000 Catawba St., Columbia 


OHIO 


The Millcraft Paper Co. 
97 Lincoln, Akron 


Central Ohio Paper Co. 
705 Longworth St., Dayton 1 


The Whitaker Paper Co. 
6th and Lock Streets, Cincinnati 1 


The Union Paper & Twine Co. 
1614 E. 40th St., Cleveland 1 


The Scioto Paper Co. 
808 Rhoads Ave., Columbus 9 


The Millcraft Paper Co. 
218 Twenty-first St., Toledo 


OKLAHOMA 


Carpenter Paper Co. 
860-880 N.W. Second St. 
Oklahoma City 1 
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OREGON 


Blake, Moffitt & Towne 
5536 N.E. Hassalo Street, Portland 8 


Carter, Rice & Co. of Oregon 
Div. of Carpenter Paper Co. 
935 N.W. 12th Ave., Portland 


PENNSYLVANIA 


Rhodes Paper Co. 
2400 Walnut St., Philadelphia 3 


RHODE ISLAND 


Carter, Rice Storrs & Bement, Inc. 
402 Walcott Street, Pawtucket 


Carter, Rice Storrs & Bement, Inc. 
119 Harris Avenue, Providence 


TENNESSEE 


Clements Paper Co. 
314 Hamilton Trust Building 
Chattanooga 


Tayloe Paper Co. 
420-424 South Front St., Memphis 3 


Clements Paper Co. 
South Sta., Foster Ave., Nashville 10 


TEXAS 


Carpenter Paper Co. 
711 E. Second St., Amarillo 


Carpenter Paper Co. 
2201 East 6th St., Austin 21 


Carpenter Paper Co. 
1621 Wall St., Dallas 22 


Carpenter Paper Co. 
2000 East Missouri St., El Paso 


Carpenter Paper Co. 
1901 Windsor Place, Fort Worth 1 


Carpenter Paper Co. 
303 South 66th St., Houston 11 


Carpenter Paper Co. 
2024 Avenue C, Lubbock 


Carpenter Paper Co. 
519 North Medina St., San Antonio 7 


UTAH 


Carpenter Paper Co. 
331 Rio Grande St., Salt Lake City 1 


VIRGINIA 


Epes-Fitzgerald Paper Co., Inc. 
Frank G. Ennis Division 
1445 Roberts Road, Norfolk 16 


Epes-Fitzgerald Paper Co., Inc. 
Westwood Ave, & Tomlynn St. 
Richmond 

WASHINGTON 


Blake, Moffitt & Towne 
4201 W. Marginal Way, Seattle 24 


Carpenter Paper Co. 
1020 John St., Seattle 9 


Blake, Moffitt & Towne 
W. 513 Railroad Ave., Spokane 4 


Independent Paper Co. 
18 W. International Way, Spokane 1 


Blake, Moffitt & Towne 
1157 Thorne Road, Tacoma 1 
WISCONSIN 


Bouer Paper Co. 
3900 N. Sherburn Pl., Milwaukee 11 


Pioneers in Pressure Sensitives for Advertising and Labeling 
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Neatest way 
to mount your display 


6 


OW 


Foch SEE Fe wmenetes oe 


ed 


PRERE TEN oe come Rere coneeete 


PRESSURE-SENSITIVE KLEEN-STIK TAPES 


P.O.P. goes up trim and tidy when it’s backed with 
Kleen-Stik pressure-sensitive tape. Kleen-Stik is 
invisible — goes under the display, not over it, to give a clean, 
sharp-edged appearance with no “hangover” at corners 

and edges. Its flexible adhesive holds tight even on irregular 
shapes, without peeling or puckering ... . won’t spoil 

the beauty of costly printed pieces. Tell your 

display printer to add genuine Kleen-Stik — 

the modern self-sticking tape. 


* Quick and easy—just peel backing and press in place 
® Sticks tight without moistening, on any smooth surface 
e Available through your regular printing sources 

FREE —idea-packed booklet, ‘‘101 Stik-Triks’’. 


& Write for your copy today. 


SG) KLEEN-STIK prooucrs, ne. 


7300 WEST WILSON AVENUE e¢@ CHICAGO 31, ILLINOIS 


PLANTS IN CHICAGO, LOS ANGELES, NEWARK, and TORONTO, CANADA 


OVER 25 YEARS OF PRESSURE-SENSITIVE LEADERSHIP 
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settled for boxing glove cutouts, 
applied by pressure sensitive pro- 
cedures to likely places. 


® Mogen David Wine Corp. used a 
large diecut six-pointed-star to 
promote a new summer drink made 
with its product. Not only did the 
star identify the winemakers’ trade- 
mark in taverns and retail outlets, 
it also carried the formula for the 
new drink. 


e Fort Wayne bus riders were 
startled when footsteps began to 
appear on the ceiling of the busses. 
It was a campaign by a camera 
shop that advised “It’s just a Few 


Steps to Howard’s Camera and Gift 
Shop.” The merchant had found 
that pressure sensitives were easy 
to apply and they gave him the 
needed adhesion for the curved 
ceilings of the busses. 


e American Express uses window 
display signs with reverse printing 
so the advertising can be read on 
the inside of its establishments. 
Pressure sensitives withstand the 
elements, from their position on the 
outside of the windows. 


Such _ additional promotional 
point-of-purchase selling points as 
“Advertised in Life” and “Adver- 


LETTERS & 
NUMERALS 


“©Qytickee” 


(PRESSURE SENSITIVE) 


tised in Esquire” can be put on 
products already in distribution or 
packaged before the advertising 
commitment was made. 


> Any company in this field can 
give you more. But by reading the 
case histories, one gets a larger pic- 
ture. It’s the pattern of use and it 
goes something like this: 

Right after World War Two, 
when pressure sensitives became 
generally available, the companies 
making them went out after the 
big national accounts as customers 
and the big advertisers were quick 
to respond. They saw the potential 
in this field and they became im- 
mediate users. 

The first general applications were 
in point of purchase. National ad- 
vertisers spent a lot of money on 
point of purchase and in many 
cases, the reports from the field in- 
dicated that money was being 
wasted. Many of the retailers were 
too busy to put up the display, and 
many weren’t smart enough to fol- 
low the instructions and put the 
display to proper use. And, as al- 
ways, some retailers were indiffer- 
ent. 

But with pressure sensitives, this 
was changed. No longer would an 
expensive display stay in the back 
room of a retailer. Now all the re- 
tailer had to do was to stick it up 
with either pressure sensitive tape 
attached to the back of the display, 
pull off a strip that made a printed 
piece a display piece, or, in many 
cases, step aside and let the com- 
pany salesmen or routeman do the 
job. 

Then promotional people found 
that pressure sensitives had the 
same function as the eraser on a 


. . « letters can be used outdoors or 
indoors. This adhesive is unaffected 
weather and temperature extremes. 
lows removal of letter at any time with- 
out damage to background. 


Injection molded; sizes %” to 10”, 
6 styles, 9 colors (including 3 metallics). 


pencil. Mistakes, especially mistakes 
involving printed materials, could 
now be corrected without re-runs 


ALSO AVAILABLE PLAIN-BACKED. 


805 - 11 TENTH ST 
PALMETTO, FLORIDA, 
USA 


The Answer . . .How do you let your 
customers know when you win an 
award? It’s expensive if you re-de- 
sign a package. It isn’t expensive to 
use these replicas of the award, made 
of Dennison pressure sensitive mate- 
rial. 
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Qualatex 
Imprinted Advertising Balloons 


by PIONEER 


Parents are your best customers 
No promotion designed to 
attract them is complete with- 
out something for their kids. 
Nothing pleases kids at lower 
cost than balloons. Pioneer 
makes balloons easy to buy. 
Send coupon for everything you 
need to know to add balloons 
to your promotion. 


a y 


Nalt 
Kids? 


The Pioneer Rubber Company 
410 Tiffin Road, Willard, Ohio 
Dear Mrs. Wolfe: 


Please send me free “Advertising Balloon Fact File,” 
containing full color illustrations and prices, ideas, 
ordering instructions and order blank and imprint 
work sheet. 
Firm 


Address 


ee 


Requested by 


and high dives from windows by 
said erring promotion people. 

Here is a case. A_ promotion 
man received 950,000 pieces of 
printed material. They were to be 
distributed to 950,000 outlets. All 
showed a magnificent photo of the 
company’s Model 333. And the copy 
pointed out the advantages of the 
company’s Model 332. A mistake. A 
big one. Did he have to burn 950,- 
000 pieces of printed materials? No. 
He had a picture of Model 332 made 
to the right dimensions and it was 
slapped over the picture of Model 
333 on all the printed material. And 
it stayed there because the picture 
was reproduced on pressure sensi- 
tive materials. (“About 40° of our 
business is of an emergency na- 
ture,” a sales manager for a pres- 
sure sensitive company has _ re- 
ported.) 


> The pressure sensitive has also 
given new mobility to sales-minded 
companies. Let’s say that a price 
war develops in a market. Prices 
are changed. And the companies 
involved want to change the prices 
on the packages of their products. 
They can keep up to date through 
pressure sensitives that can be 
placed right on the packages. 

If a big national advertiser has 
a chance to sponsor a sudden tele- 
vision show, say a spectacular, he 
can add that message to any mer- 
chandise he has on display in the 
field. 

Finally, if the competition makes 
a drastic change in its pricing, mar- 
keting, or distribution, it is possible 
to counter-punch with pressure 
sensitive materials adding new 
arguments or approaches. 


> Replicas of products and their 
packages can also be _ introduced 
into markets without the costs of 
having actual product replicas 
manufactured. We've all seen die- 
cut replicas of popular brands of 
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Changeover An 
economical way to 
change signs at 
several gas stations, 
in keeping with a 
change in name of 
the gasoline brand, 
was found by the use 
of pressure-sensitive 
materials, produced 
by Morgan Adhesives 


beers and whiskies on everything 
from delivery trucks to menus. 

Another widely-used tactic is 
that of the chewing gum industry. 
It uses replicas of its packages, 
printed with either pressure sensi- 
tive backing or with pressure sen- 
sitive tape attached so that the 
replicas can be attached to any 
counter or cash register of a gum 
outlet. 


> As in any other field, manufac- 
turers have developed their own 
specialties or fields. Some of the 
companies make the biggest chunk 
of their sales dollar by concentrat- 
ing on labels of all descriptions 
ranging from _ specially-manufac- 
tured labels in ornate shapes, sizes 
and designs, while others have these, 
plus stock items that say “Caution,” 
or “Rush.” 

Others have taken their biggest 
business strides in the manufacture 
of pressure-sensitive tapes that can 
be attached to almost any other 
material, giving it additional life as 
point-of-purchase or store display 
material. Still others have gone 
their own ways into other applica- 
tions. 

3M, for example, has promoted 
its fluorescent products and seen 
them gain additional depths of 
market penetration by applying 
them with pressure sensitive mate- 
rials. Example: you are driving 
along a country road at night and 
you are fast approaching a truck. 
As you get closer, a sign on its back 
seems to come to sudden life. When 
this has happened, you are seeing 
an application in action. 3M uses 
pressure sensitives for fast, press- 
in-place manual application of its 
products. 


> The final word on applications 
may have come during a recent 
conversation with Len Milke, ad- 
vertising manager of Kleen-Stik 
products. He said that users are the 


best finders of applications for 
pressure sensitives. “We are con- 
tinually reminded of how much we 
owe to our friends in advertising, 
sales promotion and the graphic 
arts,” he said. “They are constantly 
finding new applications.” 
Kleen-Stik is also a case in point 
of how a company will become in- 
terested in an application and stress 
it. The company, a pioneer in man- 
ufacturing and development, has 
been quick to give all the impetus 
it can to pressure sensitive dis- 
plays with three-dimensional as- 
pects. This involves some rather 
complicated manufacturing, a com- 
bination of diecutting, scoring and 
design with the problems of trans- 
portation, adhesion and_ display 
thrown in. The three-dimensional 
displays are now bobbing up in 
many of this country’s most com- 
petitive marketing areas: beer and 
wine, food, and drug store markets. 


> While it is true that the pressure 
sensitive companies got off to a 
running start because they were so 
quickly accepted by big national 
advertisers who had money to 
spend in great quantities, there is 
a feeling in some quarters that the 
pressure sensitive prices are high. 
This feeling is answered by pres- 
sure sensitive salesmen in a variety 
of ways. 


Some deny it. Others point out 


What About Decals? 


According to Webster's New 
Word Dictionary, decals, (the 
short form for decalecomanias), 
may be defined as: 

“1. the process of transferring 
to glass, wood, etc., decorative pic- 
tures or designs printed on special- 
ly prepared papers. 2. a picture or 
design of this kind.” 

Because of the absence of the 
transfer element in pressure sensi- 
tive materials, most pressure sen- 
sitive firms (and most. decal 
houses) feel that the difference be- 
tween the two products is obvious. 

However, at least one pressure 
sentitive house calls its products 
“decals” although by all industry- 
wide specifications and standards, 
it produces pressure sensitive ma- 
terials. 

For readers interested in decals, 
see “What You Should Know 
About Decals,” A&SP, May, 1961, 
page 72. 





NEED DECALS IN A HURRY? 


we give 48 hour emergency service 


New Pressure Sensitive Vinyl Decals adhere 
instantly to any surface. No water or solvents 
needed. Durable. Brilliant colors that resist 
fading. Let us quote on your toughest problem. 
If it’s an emergency, we'll help you solve 

it with 48 hour service. 


Prentice Products Corporation 


DEPT. AP-9, BAER FIELD @ FORT WAYNE, INDIANA 


Prime manufacturers of Layer Built Tuff-Film Water Applied Decals + Pressure Sensitive Chrome Cals 
Aluminum Name Plates « Mylar Emblems + Trade Marks and Decorative Trim + Point of Purchase Identification 


3-D Package Replica . . . California 
firm sees this piece put up on super- 
market shelves, walls, refrigerator 
cases, thanks to Kleen-Stik strips on 
the back 


that their detractors are confusing 
costs with values received. Finally, 
there is a third school taking the 
position that it isn’t fair to compare Here’s proof of top quality 


costs of pressure sensitive materials at amazing /ow cost... 
with anything else. “Oranges can’t 


be compared with apples,’ one put 
it. 


This final line of argument goes 
like this: “Some of our jobs are 
very complex. First, we have to 
think in terms of a printed product 


most of the time and this involves 


costs of letterpress, offset or silk- 
screen. This means money spent. PROGRESSIVE 
Then the material has to be given PRESS PROOFS* 
its adhesive qualities. This means 
many seen. on your first order of 

Then it has to do an important 
job. Quite often it has to help | SCREENED 4-COLOR SEPARATIONS! 
launch a new product, give impact 
to a special promotion or gain at- Go modern—use full color! And save $20—$40—$65 on 
tention in a very competitive mar- your first order! Now you can cash in on the beauty and 
ket. This type of performance selling power of brilliant full-color reproductions—yet keep 
doesn't come cheap. When you con- costs in line. Get your Sample-Info. Brochure and Price List 
sider the products in this light then a : 
ten anak ts Gaeemesiia™ by mailing coupon now. 

World Color’s technical progress and vast experience stands 
> Most salesmen of pressure sensi- behind you—more than 150,000 sets of 4-color positives 
already supplied to leading lithographers, agencies, adver- 
tisers. You get fastest service in the industry, with free air 
mail delivery. Press room procedures with all orders. Com- 
posing also at low, low cost—complete positives ready to make 
plates. 


MAGENTA S 


--LIMITED OFFER — ACT NOW! ---- 


World Color, Inc. — Dept. H11 
inc.! Box 697, Ormond Beach, Fla. 
a a > 1209) Please rus -C r Ss - 
Ormond Beach, Fla., Tel: ORange ‘ 1332, I le AS€ rush full color ample- 
; Info. Brochure and Price List to: 
New York Branch Office i 
274 Madison Ave., MUrray Hill 5-4275 4 wName 


SEND FOR Sample-Info. = TITLE 


: : _ 
Brochure & Price List now .. . nica 
STREET 


*OFFER EXPIRES Sept. 15, 1961 CITY 
Much Too Short . . . The bock sea- tani 


son, that is, to have special beer thn a0 tees 
cases. So National uses Topflight 
labels. 
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Fasson Proven 


the Most Satisfactory | 
Self-Adhesive 


After testing six brands of self-adhesives for labeling this 
polyethylene squeeze bottle, manufacturers of Air Maid 
liquid detergent found Fasson’s materials with S-277 
adhesive performed best. 


That’s why these smart labels are now letterpress printed 
in blue and red ink on Fasson High Gloss stock. 


Here’s proof that you get the finest in self-adhesive 
materials when you insist on Fasson. 


A Salesman For Every 
Unit...Only 5¢ 


The bright red, point-of-purchase stickers with white 
letters are printed on Fasson self-adhesive High Gloss 
stock. They’re placed on appliances in seconds. . . stay 
on until they’ve helped sell the product . . . then are 
easily pulled off. It’s just like sending a company sales- 
man with every unit . . . for about 5¢! Do you have 
applications like this? 





After 2 Years Fasson Signs Stay Bright and Tight on United Equipment 


“‘We’ve used permanent Fasson signs on United Air 
Lines equipment for over 2 years in all kinds of weather,” 
reports J. P. Lavin, U.A.L. Buyer. “These FasCal and 
Mylar*-Vinyl signs are working out very well both from 


Double-Faced Mylar* Makes Anything 
Self-Adhesive... 


Super-strong adhesive on both sides of new Fasson Double- 
Faced Mylar Tape makes signs and displays self-adhesive 
at extremely low cost. Applies quickly and easily from 
handy rolls . . . ready for immediate or future use by 
removing backing paper. Available in 44” to 54” wide 
rolls. 


* Mylar is a DuPont Polyester Film 


——» ® 


Dept. A 


the standpoint of adhering, and also the brilliancy of 
the reproduction.” ... You, too, can count on long life and 
top quality when you use Fasson Mylar-Vinyl and FasCal 
for signs, nameplates and decorative trim. 


Fasson Solves Tampering Problem 
for lowa... 


iOwA M6! 


55 21 


TRACTOR TON 


7 
7 


Weight stickers for Iowa truck licenses had to be non- 
removable and endure a full year’s exposure to all road 
conditions. Fasson’s latex-impregnated Texoprint, spe- 
cially coated with Permanent type adhesive, solved the 
problem. The weight tag can’t be removed without 
destroying it, and an over-coating of varnish keeps print- 
ing looking fresh all year. 


Fasson Products 


An Avery Company 


250 Chester Street ¢ Painesville, Ohio 


Makers of self-adhesive papers ° foils * films * for converters 





WE SPECIALIZE IN 


PRINTED PRESSURE 
SENSITIVE TAPES 


Paper °* Cellophane 


Paklon * Acetate Fibre 


COLORFUL PRINTED 
SELF-STIK LABELS 


Die cut & Banner cut 
on liner in roll form 
Kromekote ° Foil 
Dayglo * Litho 

Scorch BRAND 
e P.O.P. ADVERTISING 


e SPECIAL PROMOTIONAL & 
COMBINATION PACKAGING 


CUSTOM INK MATCHING 


PLEASE SEND INFORMATION & SAMPLES 
HAVE REPRESENTATIVE CONTACT ME 
ENCLOSED FIND MY SPECIFIC PROBLEM 


Name Tithe 
Co. Name 
Co. Address 


City State 

ART TAPE COMPANY <q gan 
15th & Madison, Maywood, iil 

Fi4-S816 — FI 4-5119 
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ends fly-away aye 


1t 
~Thtend AAs 
Creme rinse 


tive materials don’t encounter ob- 
jections on cost too often. But when 
they do, they usually sidestep and 
stress the convenience factor. Most 
advertising and sales promotion 
people go along with them. 

The truth of the matter seems 
to be, costs or any other factors 
considered, the use of pressure sen- 
sitives in this country will increase 
in the next ten years, rather than 
decrease. Because of their preoc- 
cupation with large national and 
regional accounts, many pressure 
sensitive companies feel that they 
have not penetrated as deeply as 
they can into sales markets. The 
man who owns five drug stores in a 
small chain operation in Maryland 
is not solicited for pressure sensi- 
tive business regularly, nor is that 
bakery with ten outlets in Georgia 
or that group of outdoor motion 
picture theaters in Oregon. 

If this kind of company has been 
sold pressure sensitives, it means 
that either an aggressive paper 
merchant or a local printer or 
bindery has gone after business 
with unusual vigor. Chances are 
someone in the smaller company’s 
executive lineup has seen bigger 
companies use pressure sensitives 
and reasoned if it is good enough 
for national use, it can be con- 
verted to local use. 


> One thing is certain about the 
pressure sensitive industry and the 
people who use pressure sensitives 

. conditions keep changing. Not 
too long ago a problem arose that 
was of major concern for both 
pressure sensitive suppliers and 
users. 

Most pressure sensitives are easy 
to apply. And they’re easy to re- 
move. A manufacturer makes, let’s 
say, candy. He packages in three 
look-alike packages three brands 
of peanut brittle. One package is 
to be sold at $5.95, another at $5, 
and a third at $3.50. Each price is 
indicated by a pressure sensitive 
sticker. 

The candies are placed in self- 


Double Use Kleen- 
Stik adhesive permits 
these pieces to be 
used as bottle toppers 
(a ring encircles 
bottle cap), or as 
shelf talkers, (a right 


pores cuss angle fold fits under 
uave °° 


bottles). 


Teves haw surely as 
morsture refreshes 2 flower 


service outlets. The customers find 
how easy it is to change labels. 
They do. And not all is sweet and 
lovely at the home office of the 
candy merchant. 

It took the pressure sensitive 
companies a long time to solve that 
one. A stronger adhesive was nec- 
essary, of course, but how to de- 
velop it was a tough technical prob- 
lem. Also, there was a problem in 
how to sell the new adhesive with- 
out bringing too much attention to 
the problem. 


It has been solved. For example, 
Kleen-Stik advertises its High Tack 
adhesive stocks with copy that 
reads like this: . they go on 
easy, yet stick tight on any smooth, 
hard surface.” 

Marketers with scars from the 
battles of label-switching are quick 
to get the message and find that 
this is a solution. 


> Another problem faced by pres- 
sure sensitives was the feeling that 
their shelf life was very limited. It 
wasn’t so and the pressure sensi- 


PssesN 


_s 
Wa LASTHE 
(LE FLOWER 


Tie-In Use .. . A strip of pre-printed 
pressure sensitive tape, from Linear 
Products, N. Y., holds an odd-shape 
premium to a Royal Drene bottle. 





New technical advances 
in labeling... packaging...tagging 


New-found answers to top management’s 
questions are now bringing smiles to the 
faces of busy packaging, purchasing and 
sales promotion executives. 


Questions like... ‘‘Why can’t our prod- 
ucts have labels as attractive and sales- 
compelling as those on best-selling packaged 
goods?” ...‘‘Why can’t we get better 
display space for our products?” .. . 
“‘TIsn’t there another way to lower the high 
cost of paperwork?” ... ‘‘Can’t we get 
more work out of our costly tabulating 
equipment?” 


All these questions and many more are now 
being answered in novel ways by 
Dennison ... originator of more new 
labeling, tagging and packaging tech- 
niques than any other single source. 


‘a 
(OES a 7s ; 
4 My Favorite 


te 


New look of distinction 
in brand identification 


Prestige-building, embossed foil labels on 
famous-brand, film-wrapped bed sheets are 
not surprising. But, when their ‘‘golden’”’ 
gleam draws all eyes to ice cream freezers, 
you might ask, ‘‘What’s going on here?’’ 


Sales-minded label buyers can tell you. 
They'll tell you that prestige labeling is no 
longer the exclusive property of foods, cos- 
metics and other self-service packaged 
goods. They’ll tell you that the economical 
elegance of Dennison PRES-a-ply foil 
labels adds a profitable sales-plus to home 
appliances and other hard goods. They'll 
also tell you that Dennison’s exclusive 
printing, embossing and die-cutting tech- 
niques can duplicate any effect you may 
have envied in packaged goods labels. 
Applied by finger-tip pressure to just about 
any surface, these eye-catchers have a 
tested record of lifting the value of non- 
packaged products far above price. 


Less glamorous, but equally effective, 
Dennison PRES-a-ply labels . . . auto- 
matically dispensed and applied... are 
helping all kinds of manufacturers score 
profitable point-of-purchase successes with 


price-off, premium and other promotions. 
Our new fact folder tells the whole story 


... both prestige and promotional. Write 
for it today. 


Increasing impulse buying 
with blister packaging 


When self-selection items are too small to 
tag or label, two other alternatives face 
aggressive merchandisers: carding or blis- 
ter packaging. Which is better? 


Paul Buhl, assistant merchandise man- 
ager of Dennison’s Resale Products Divi- 
sion, faced that decision within the past year. 
He chose blister packaging for the Dennison 
Glue-Point Dotter . . . now a best-seller in 
stationery stores and departments from 
coast to coast. This choice was made in 
spite of the fact that Dennison is also a 
leading supplier of merchandising cards to 
America’s top companies. 


Blister Packaging offers three advan- 
tages. 1. Retail merchandise buyers, re- 
sponsible for maximum volume per square 
foot of counter space, prefer blister-packed 
items because they sell faster than carded 
merchandise. 2. Blister packs keep mer- 
chandise clean, enhance its appearance and 
motivate dominant display on counter, 
rack or pegboard. 3. They have the pick-up 
appeal that spurs impulse buying; yet they 
reduce pilferage to a minimum. 


You pay nothing extra for Dennison’s 
own successful retail experience with blister 
packs. You can be sure of unbiased recom- 
mendations because Dennison uses all 
kinds of packaging for its gift wrappings, 
crepe paper, diaper liners and more than 
5,000 other packaged items sold at retail. 


Dennison’s blister packaging service is 
complete. It includes design, manufacture 
of both cards and blisters and contract 
assembly. You can choose all or any part 
of this start-to-finish service and be sure 
of maximum point-of-purchase impact per 
dollar. Our new fact folder tells you all you 
need to know about blister packaging. 
Write for it today. 


ppires Speciai 


LATEX 


idhesive 


bor vO 


CLEAN & EASY TO HANDLE 
QUICK, CONVENIENT TO USE 
SAAKES UP TO $000 DOTS 


Pin-fed tags and labels 
automatically imprinted 
by tabulating equipment! 


Owners of high-speed tabulating equip- 
ment have struck it rich. They’re now 
reducing paperwork costs, increasing cler- 
ical efficiency and collecting extra divi- 
dends from data-processing investments 
by using Dennison tags and PRES-a-ply 
labels as continuous print-out forms for 
Burroughs, Friden, IBM, Remington- 
Rand and other pin-fed data processing 
systems. This direct, automatic translation 
of information from punched cards or tape 
to tags and labels eliminates the extra cost 
of manual, typewriter, plate and stencil 
imprinting. 


Dennison pin-fed PRES-a-ply labels are 
now being used to save time and costs in 
posting payroll, sales and order data on 
record cards...in labeling file folders, 
bins and box ends...in production and 
inventory control systems. Because 
Dennison PRES-a-ply labels adhere to 
just about all surfaces with finger-tip 
pressure, their use is virtually unlimited. 


Dennison pin-fed continuous tags, auto- 
matically imprinted by tabulating equip- 
ment, are also being used to cut the costs 
and raise the efficiency of identification, 
production, inventory, packaging and 
shipping systems. 


NEW FACT FOLDER 


If you’re looking for new ways to increase 
sales and reduce costs, this free fact folder 
will be a gold mine of information for you. 
It describes tech- 
niques and_ shows 
samples of tags, 
labels and other de- 
vices now being em- 
ployed by America’s 
most successful 
firms. For your free 
copy, write directly 
to Dennison Mfg. 


Co., Dept. W-292 “tO te 
* 


Denison 
Helping you compete more effectively 
FRAMINGHAM, MASSACHUSETTS 
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All ads 


are created 


equal... 


it's the 
"finish" 


that counts 


Every advertisement 
starts out on a blank 
piece of paper. 

The writer has only a couple dozen letters, 
a handful of punctuation marks, to work with. 
The art director has the same colors and blank 
space to use as anyone else. Then the artist or 
photographer add their skills. 

It’s how they all stir °em up and set ’em down 
that counts. 

Let’s assume that writer, art director, artist or 
photographer have all done splendid jobs. 


All you have to do now is get it in the 


It pays to set type right... 


papers or magazines. 
You’re bound to have 
a fine ad. Or are you? 
Remember, it’s a Great Step from layout to 
printed page —and it’s what’s up front of the 
reader’s eyes that counts. 
Sound advertisements can be crippled by 
poor typography. 
Fine advertisements can be made even 
stronger by good typography. 
Since it costs no more, isn’t it sound type 
sense to let your ATA member take the 


Giant Step that makes good ads even better? 


ADVERTISING TYPOGRAPHERS ASSOCIATION OF AMERICA, Inc. 
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time for 
type? 


. just call the nearest member of 
the Advertising Typographers 


Association of America 


EXECUTIVE OFFICES: 

461 Eighth Ave., New York 1, N. Y¥. 
AKRON, OHIO 

The Akron Typesetting Co. 
ATLANTA, GEORGIA 
Higgins-McArthur Company 
BALTIMORE, MARYLAND 
The Maran Printing Co 
BOSTON, MASSACHUSETTS 
The Berkeley Pre 

Machine Composition Co, 

H. G. McMennamin 
CHICAGO, ILLINOIS 

J. M. Bundscho, inc, 

The Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 
CINCINNATI, OHIO 

The J. W. Ford Company 
CLEVELAND, OHIO 

Bohme & k In 


COLUMBUS, ‘OHIO 
Yaeger Typesetting Co., Inc, 
DALLAS, TEXAS 
Jaggers-Chil 2 
DAYTON, oHI0 

Dayton Typographic Service 
DENVER, COLORADO 

he A. B. Hirschf Pre 
Hof 


ye 


DETROIT, MICHIGAN 


The Tt P. Henry Company 
r " ns & rT y 


INDIANAPOLIS, INDIANA 


KALAMAZOO, MICHIGAN 


LOS ANGELES, CALIFORNIA 


Bisch hTy 

SAN FRANCISCO, CALIFORNIA 
Griffin Brothers, 

LWAUKES, WISCONSIN 
Arrow Pre 

MINNEAPOLIS. “MINNESOTA 
Dat srry, 

Duragraph, Inc. 

NEWARK, NEW JERSEY 
Bart n Pr 

Villiam Patrick Co., Inc. 

NEW YORK, NEW YORK 


3raphic Craftsmen, Inc, 
3raphic Service Co. 


PHILADELPHIA, nan 


Armstrong, ! 


Progr ive Compc a 
Typograpt 
Aad gener PENNSYLVANIA 
Davis & Warde, Inc 

PORTLAND, OREGON 

rafters, Inc. 


ic Service, inc. 


Paul O. Giesey, A 
ROCHESTER, NEW YORK 
Rochester Monotype Composition 
ST. LOUIS, MISSOURI 
Warwick Typographers, Inc, 
TORONTO, CANADA 

Cooper & Beatty, Limited 


Company 


| 


Attention Getters Made of 
weather resistant vinyl, this pressure- 
sensitive Easy-Off material is pro- 
duced by Fasson Products. 


tive companies made it clear. Fas- 
son Products, for example, features 
in its advertising the case history 
of an application using its products 
where they were functioning ex- 


Linotype Adds 14-Point 
To Its Primer Series 


Linotype has added a 14-point 
size to its all purpose Primer series. 
The face has been used in busi- 
ness printing, bookwork and adver- 
tising. The addition means that its 
range on Linotype is now 6 to 14- 


Uncle Sam 
Runs Short 
Of Pennies 


point; on Linofilm 6 to 24-point, in- 
cluding the intermediate 7, 9, and 
11-point, with italics and small caps 
in all sizes. 

Specimen sheets are available. 








- for more details circle 929, page 141. 


Magnetic Ink Character 
Recognition Explained 


A 48-page booklet explaining 
Magnetic Ink Character Recogni- 
tion, a technique by which banks 
can automatically handle and clas- 


tremely well after three years. 

in effect, this fieid is perhaps one 
of the most volatile covered by any 
of our Advertisers Buying Guide 
reports. World War II gave a tre- 
mendous impetus to these products 
and new developments and applica- 
tions are reported almost weekly. 
Such industry professionals as Len 
Milke and Mark Rose of Avery’s 
Chicago office have learned not to 
be surprised by anything pertain- 
ing to their business. 

Pressure sensitives are widely 
accepted in advertising and sales 
promotion circles. Some sales pro- 
motion person, hoping to wring a 
few more percentage points of a 
market’s gross for his company, may 
now be working on a new idea that 
will mean even more use of the 
materials. It wouldn’t be surprising, 
because this has been the history 
of the field. 


>’ If you are not now using pressure 
sensitives in your promotional ef- 
forts, you owe it to yourself, and to 
your employers, to explore this 
field. You can be sure your com- 
petitors are. 44 


sify checks, is available from A. B. 
Dick Co., Chicago. 

The booklet lists 142 frequently 
asked questions, offers answers, and 
gives requirements for check 
printing, costs, techniques, 
controls and other details. 

- for more details circle 930, page 141. 


im- 
quality 


United States Envelope 
Introduces a New Line 


Epic Executives, Regular and 
Outdoor Window, are a new line of 
executive style white wove en- 
velopes recently introduced by the 
United States Envelope Co., 21 Cy- 
press St., Springfield, Mass. 

According to the company, Epic 
Executives are designed to perform 
“smoothly and efficiently in all auto- 
matic inserting and postage meter- 
ing machines to help achieve 
maximum benefits from new auto- 
mation techniques.” 

U.S.E. has selected this new Ex- 
ecutive envelope as the first ma- 
terial to be packaged in the com- 
pany’s “Deep-Lid” box. This box is 
specifically designed “to make en- 
velope feeding faster and easier on 
automatic inserting and metering 
machines, as well as printing press- 
es,” the company announced. 44 
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Printing of Merit 


Web offset has long been considered 
a low-cost, but low-quality, method 
of reproduction, but this rapidly 
growing technique has passed be- 
yond this stage, as witness the in- 
sert that faces this page. 


“While offset is more common in 
sheet-fed equipment, web offset 
presses using paper in rolls rather 
than in sheets are entering the 
field in increasing numbers. These 
presses do not reach top quality, but 
their speed and economy often make 
the sacrifice of quality worthwhile.” 

Printing: The Basic Sales Promotion Tool 
Advertising Requirements, January, 1961 

This statement met with little 
opposition from web offset sources 
when it appeared. And if you look 
over the majority of jobs produced 
by major web offset sources, its 
accuracy becomes apparent. So 
many of the jobs are folders, news- 
paper inserts, catalog inserts, and 
display wrappers where economy in 
production, not quality, was obvi- 
ously the major consideration. Pa- 
pers used often are much lighter 
than found in sheet offset jobs and 
quite often this factor does not give 
a feeling of quality to the job. 

Yet recently, web offset appears 
to have taken some giant steps to- 
ward better quality. This month’s 
Printing of Merit features a web 
offset job by Chicago’s Alden Press 
for Smoler Bros., also of Chicago. 
The requirements of this job are 
such that it is apparent that at least 
one printing buyer, Smoler, has 
confidence in the ability of web off- 
set to give good color reproduction. 


> In explanation, a few words about 
the dress business, an activity con- 


72 + A&SP + September 1961 


Using Web Offset 
for Fashion Promotion 


ducted under pressures that are 
easier to deplore than to describe. 
As a start, consider the fact that 
Smoler Bros. sometimes makes 
major changes in its product lines 
four times a year. This means a 
great deal of pressure up and down 
the line. Sales promotion materials 
must be designed, produced and 
distributed quickly and on rigid 
schedules. Quite often, this material 
appears as inserts in catalogs pro- 
duced by outlets for the Smoler 
products. This means that not only 
does the printing have to be pro- 
duced quickly, but it must be pro- 
duced so that it can be delivered to 
many different binderies all over 
the country. If a bindery date is 
missed, the complications are ma- 
jor. 

Smoler dresses are not high- 
priced yet a woman buying a low- 
priced frock is still a woman and 
this means that she has rigid buying 
requirements. 

Take the woman who is buying 
a dress from a mail order catalog. 
She can not touch the merchandise. 
She can not judge its color by the 
light from the window, as women 
often do at retail outlets. The printed 
picture in the catalog is her only 
source of information and when she 
orders a magenta sheath, the gar- 
ment better be the shade of ma- 
genta she was expecting, because 
she’s probably anticipated its ar- 
rival by purchasing shoes and purse 
to match it. What Mr. Dante de- 
scribed as the lower regions is ap- 
proximately what breaks loose in 
mail order circles when the color 
reproduction of a dress in a catalog 
is not accurate. Dresses come bounc- 
ing back to the mail order sources 
in great numbers, the mail order 
sources call the manufacturer, the 
manufacturer calls his printers .. . 
and so on and on. 


> Because Smoler is a large opera- 


tion, it buys a lot of printing. About 
18 months ago, it started to investi- 
gate the cost-saving aspects of web 
offset. Paper had been a major 
printing expense for the company. 
The possibility that a 45 lb. coated 
stock could be used on web offset, 
instead of the 55 Ib. coated stock 
required by sheet-fed offset, in- 
trigued the people at Smoler. They 
also liked the idea of the continuous 
web of paper being printed on both 
sides in one pass of the press. Here 
time could be saved. And they liked 
the idea of getting folded signatures 
off the press with resulting savings 
in bindery costs. 

About a year ago, Smoler started 
using web offset for a great many 
of its jobs. (They still use sheet-fed 
offset for others.) They feel that web 
offset, in spite of its many advan- 
tages, still has certain drawbacks. 
On a run where the press must be 
stopped for imprinting changes, they 
feel sheet fed is better. 

And Smoler has found that web’s 
major disadvantage is one that web 
offset people freely admit. Web off- 
set is limited in range. For example, 
a web press 22%4x36” can print 
any width up to 36”, but can only 
deliver the equivalent of a “sheet” 
2234” in the around-the-cylinder 
direction. Smaller jobs can be 
printed, but the difference in size 
up to the 2234” is wasted paper... 
and wasted paper means money 
spent without results obtained. 


> You can judge the results that 
Smoler is obtaining from Alden by 
looking at the insert. Note good 
skin tones of the models. Note 
“quality” effect. Note colors, and 
take our word for it, this is good 
color fidelity. (Copies of each dress 
are at pressside during a run and 
frequent quality checks are made.) 

Spokesmen for Alden are proud 
of the quality of work they are 
producing for Smoler and speak 





STYLE 41614 A sheath with a wonderfully 
smart look. Crisp white rayon linen Peter 
Pan collar sports the neatest tailored bow. 
Hidden side skirt pocket. Self belt. Back 
zipper. 100% combed cotton. Green/red, 
blue/fuchsia or grey/gold. 

Sizes 10 to 20; 14% to 22%%4..........0005s 6.98 


STYLE 41612 He won't take his eyes off 
you when you're wearing this dramatic 
reed of a sheath . . . prim and properly 
demure coming . . . downright devilish 
going. 100% combed cotton sateen. In 
blue/gold or brown/rust. 

Sizes 10 to 20; 144% to 22%2............4.. 6.98 


= 
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STYLE 41604 Do an about-face in this shirt- 
waist and you'll please! Delightful show-off 
back has inverted pleats with button trim. 
Skirt’s pleated full at waist. Cute club 
collar. 100% combed cotton broadcloth in 
antique gold or violet. 

Sizes 8 to 20; 1444 to 24M... ... eee eees 6.98 








STYLE 41624 Want to dazzie? Give them 
that smooth, unruffled treatment—in a 
slim stem of a sheath with fitted coachman 
waist. Saucy McMullen collar. Zipper back. 


Self belt. Satin-back flannel 90% rayon 


10% acetate. Copper or black. 
Sizes 10 to 20; 12% to 22%..... 2.62000: 6.98 





STYLE 41626 The form divine! It’s yours in 
this most exquisitely tailored sheath. Note 
the buoyant cut-back collar, cross-over 
styling—it reveals a new, slimmer you! Tie 
belt. Satinback flannel 90% rayon 10% 


acetate. Emerald green or blue. 
Sizes 10 to 18; 144% to 22%... 2... cc eeees 6.98 
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STYLE 41622 Very special interest in a 
basic that takes you everywhere! Soft folds 
subdue sheath line for figure flattery—and 
drama. Hidden skirt pocket. Zipper back. 
Satinback flannel 90% Rayon 10% acetate. 
In magenta or blue. 

Sizes 10 to 18; 12% to 20%............... 6.98 


with missionary zeal about the po- 
tential of web offset quality. 


> Eliminating most of the zeal, it 
still boils down to this, according 
to these spokesmen: 


1. Because web offset was promoted 
basically as a low cost process, it 
attracted a lot of low cost printing 
jobs and by any process, low cost 
printing usually ends up looking 
like low cost printing. As a result, 
web offset’s reputation has suf- 
fered. However, they point out, 
compare web offset on a job where 
money is provided for quality and 
they feel web offset holds its own 
against any other process. 


2. Web offset is under the same kind 
of attack and for the same reasons, 
as offset itself experienced when it 
was the new development. Education 
and continued good printing results 
will prove that these attacks are 
unfair, Alden people say. 

Of Smoler, Alden stressed that a 


Firman Didot Imported 
By Amsterdam Continental 


Firman Didot, the final culmina- 
tion of the noted Didot family’s type 
design, is now available for the first 
time on American point body. 

The typeface with clarity, lucidity 


Ne 


irmimn 


Didol 


and dignity was cast by Ludwig & 
Mayer, Frankfort, West Germany, 
and is being imported by Amster- 
dam Continental Types and Graphic 
Equipment Inc., New York. 

A booklet showing samples of 
Firmin Didot roman, italic and bold 
is available. 

- for more details circle 901, page 141. 


Massey-Ferguson Spread 
Follows Unusual Layout 


A four-page, run-of-the-book 
advertisement of Massey-Ferguson 
Inc., gets unique treatment in sev- 
eral American and Canadian maga- 
zines. 

First and fourth pages of the 
advertisement (left and right-hand 


lot of the credit for the good print- 
ing results must be given to the 
dress company. Smoler, they pointed 
out, picks its models with great care, 
accepts only the best photography, 
and spends the money needed to get 
excellent color separations. It can 
then deliver to the printers top qual- 
ity positives. As most web offset 
printers agree, no process can pro- 
duce good printing without top qual- 
ity components and in web offset, as 
in other offset, the positives are a 
major and vital key quality obtained. 


> This job featured this month was 
printed on 60-pound coated stock. 
The stock is Panaprint, a Champion 
paper. The job was printed on a 
Hantscho Web Offset Perfecting four 
unit press. 

Time saving factors on the job, 
as estimated by Alden, is 41 hours 
over sheet fed offset. And in the 
dress business 41 hours is impor- 
tant; some years it has almost been 
a season. 44 


pages) are a spread, featuring an 
original drawing of three Massey- 
Ferguson combines by Bruce Bom- 
berger. Second and third pages, di- 
viding the Bomberger four-color 
art, are descriptive pages. 

The advertisement was designed 
by Ricker Van Metre Jr. and Robert 
Skinder of Needham, Louis and 
Brorby Inc., Chicago. It will appear 
in Farm Journal, Progressive Farm- 
er, Farm Quarterly, Western Crops, 
Successful Farming and National 
Future Farmer and in the Canadian 
magazines Country Guide and Fam- 
ily Herald. 44 


Edward Stern Issues 
Printer Evaluator 


A new booklet, “Check Up On 
Your Printer,’ has been issued by 
Edward Stern & Co., New York and 
Philadelphia printing concern. 

The new booklet poses, and gives 
answers, to such questions as “How 
do you evaluate a printer’s sales 
staff, technical ability, scope of 
service?” ... “How can you tell 
whether a printer is giving you 
quality control, cost-cutting plan- 
ning, creative thinking?”, and in a 
90-point rating quiz, “Check up on 
your printer,” explores all the areas 
that concern people who order, pay 
or sell through the printed word. 

Copies are available. 


- for more details circle 902, page 141. 











packs 


PICTURE 
POWER 


into your sales message 


Sell-0-Vue consists of a dramatic 
full-color filmstrip, a unique fold- 
ing precision viewer, and a 
printed brochure - envelope that 
tells your story in full. 


Words plus color film give you 
double impact at no extra cost — 
a power-packed self-mailer that 
is priced less than the ordinary 
color brochure alone. And it mails 
for a 4-cent stamp. 


— Call or write for free 
Merchant sample. No obligation. 
dept. S 
the taylor-merchant corporation 
48 w. 48th st., n. y. 36, n. y. PLaza 7-7700 


PRINTERS AD AGENCIES 


What’s new with loose 
leaf covers? 


A Basic components for 
Rollafax covers. 


FAST 
LOADING 


EASY Z 
RE-LOAD = 


The outstanding improve- 
ment in loose leaf cover 
design in the past 25 years! 
Patented and patents ap- 
plied for. Trade mark regis- 
tered. 


FREE SAMPLES, 
Use your company letterhead 


Pletal 


ROLLAFAX COMPANY 
2402 Hennepin Ave., Minneapolis 5, 
Minn. 
FR. 4-2612 
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get more sales 
impact on P-0-P 
(TH 


TLC MEG KL 


\ A must for anyone 
connected with 
creating, produc- 
ing, and O.K.'ing 
Point-of-purchase 

layouts and fin- 
ished art. 


Write today for these helpful, free NAZ-DAR 
silk screen ink color cards . . . one for gloss, one 
for flat finishes. 

Here is your opportunity to work directly 
from color chips approximating the finished 
screen process printing effect. You can deter- 
mine in advance the appearance of different 
color combinations . . . how flat and gloss areas 
can be utilized for real visual selling impact... 
and then clip a sample of the actual color to 
your layout or art. 

Special bleed-mounted chips . . . technical 
hints to get special effects . .. these NAZ-DAR 
color cards offer invaluable advice to everyone 
concerned with planning a screen process 
printing job. Write for yours today. 

And remember, NAZ-DAR Fast-Dry Screen 
Process Inks are used on more Point-of- 
purchase advertising material than any other 
brand . . . all over the world! 


The NAZ-DAR Company 


461 Milwavkee Avenve 
Chicage 10, Minois 
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Repontes 
Impuls 


Two European Faces From 
Typefounders of Chicago 


Two faces from Europe, cast on 
American body at American height, 
are featured in a folder issued by 
Typefounders of Chicago. 

The faces are Impuls and Re- 
porter. Both have been recom- 
mended for promotional 
uses. 

Copies of the folders are avail- 
able. 


. for more details circle 903, page 141. 


various 


Fraser Paper Issues 
Graphic Arts Progress 


A limited number of copies of 
“Graphic Arts Progress”, issued 
for the sixth consecutive year by 
Fraser Paper Ltd., are available for 
general distribution. 

Articles featured 
edition include: 


in this year’s 


© An Up-to-Date Survey of Wrap- 
Around Plates 


© Heat Transfer Printing 


© Right Supervisory Thinking Can 
Increase Your Production 


© How the New Polyfibron Blanket 
Has Worked in Actual Production 


® Story of Photogelatine 


Requests for copies should be 
sent to the Advertising Department, 
Fraser Paper Ltd., 420 Lexington 
Av., New York 17. 44 


British Collator Line 
Introduced by Atlantic 


A line of British collators have 
been introduced to the U.S. market 
by Atlantic Numbering Machine 
Co., the American distributor. 

Available in three different mod- 
els, the line is described as follows: 


® Velodex ... a six-stack table-top 
collator which may be folded up 
compactly for storage when not in 


use. One stroke of the control lever 
simultaneously raises the top sheet 
of each stack by means of sponge 
rubber feed fingers for easy gather- 
ing. It permits a constant visual 
check on all collated sets; takes 
sheets up to 11” wide by normall 
length. Price $70. 


e Metrodex .. . a twelve-stack col- 
lator which is supplied with a stand, 
foot pedal and electric jogger at- 
tached at one end. Sponge rubber 
feed fingers simultaneously raise 
the top sheet of each stack for easy 
gathering as the foot pedal is de- 
pressed. The jogger is vibrated 
electrically and alines the sets auto- 
matically. With the use of an op- 
tional wider backboard, this model 
can take sheets wider than 11” 
wide. Price is $245. 


e Metromatic an all-electric 
power machine in four models ac- 
commodating 6, 8, 12 and 16 stacks. 
It is supplied with electric foot 
control which leaves the operator’s 
hands free. Rubber sponge rollers 
eject the top sheet of each stack for 
easy gathering when the foot pedal 
is pressed. The 12 and 16 stack 
Metromatics take sheets up to 11” 
wide in double stacks or 23” wide 
in single stacks. Prices, 6 stack, 
$150; 8 stack, $200; 12 stack, $250; 
16 stack, $300. 

All models will handle any weight 
of paper from onionskin to postcard 
stock, including carbon paper. 

Additional details can be obtained 
from Atlantic Numbering Machine 
Co., 47-02 18th Av., Brooklyn 4, 
N.Y. 44 


ATF Adds Condensed 
To Craw Clarendon 


A new folder describing Craw 
Clarendon Condensed has been pre- 
pared by American Type Founders. 

Examples of the type are shown 
in point sizes from 14 to 96. The 


CRAW 
CLARENDON 
CONDENSED 


face is an extension of the Craw 
Clarendon family with the ATF 
folder pointing out “In addition, 
ATF’s Centuries, Baskerville, Bo- 
donis and other modern romans and 
other modern romans and italics are 
ideal text companions for Craw 
Clarendon Condensed.” 

- for more details circle 904, page 141. 





96 point 


ATF’s 


84 point 


newest 


72 point (60 point available) 


desig 


48 point 


now available 


36 point (30 point available) 


from your dealer: 


24 point 


Craw Clarendon Condensed 


18 point 


ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz& 
ol??""- $12345678906% 


A valuable addition to a growing family* 
of modern designs! 


*Craw Clarendon: 


ABCDEFGHIJKLMNOPQRSTUVWXYZ& 12345678908 
abcdefghijklmnopqrstuvwxyz?! 


*Craw Clarendon Book: 


f ABCDEFGHIJKLMNOPQRSTUVWXYZ& 12345678908 
eae abcdefghijklmnopqrstuvwxyz?! 
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How to Organize 


a Catalog that Sells 


A catalog is one of promotion’s 
most potent tools, and one that 
often uses a large percentage of 
the promotion budget. Here are 
some tips on increasing its effec- 
tiveness. 


By Frank W. Gray 


There is no question about the 
value of a good catalog. In response 
to a survey conducted by the Direct 
Mail Advertising Assn., 50°% of the 
advertising managers who replied 
said that most of their direct mail 
appropriation went into a catalog, 
and 48° said that it gave them the 
largest return per dollar invested. 

Whether a catalog is designed to 
sell wholesale and retail buyers, or 
consumers, the important thing is 
for the book to have sales appeal 
from cover to cover. It should be 
planned to provide convenient ref- 
erence for customers in selecting 
merchandise, and for ease in plac- 
ing orders. This means good or- 
ganization of contents and self- 
mailing order forms. 

Forward planning is essential in 
the development of a catalog that 
is kept and used. It isn’t a job that 
can, or should, be hurried. It is a 
major promotion, and _ requires 
close attention to all the details 
necessary to make it a showcase 
for the company and its products; 
and, in the industrial category, an 
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order-producer for salesmen  be- 


tween calls. 


> The individual in charge of cata- 
log production can rarely shape up 
the entire job without detours, cor- 
rections, and revisions. For this 
reason, if the book is voluminous, 
it is better to work it out in sec- 
tions, gradually adding pages until 
each division is complete, and divid- 
ing according to correlation of 
products. One way to do this is to 
work up a dummy, indicating il- 
lustrations, page headings, copy 
blocks, color sequences, and other 
material. 

If the book is to be relatively 
small — 10 to 20 pages — the pre- 
liminary organization can be 
roughed out on one large pad, us- 
ing a succession of small rectangles 
instead of full-size pages, and es- 
tablishing the position and group- 
ing of products by the trial and 
error process of pencilled indica- 
tions, erasing and revising until 
you have the approximate sequence 
and emphasis you want. Then you 
are ready to go to more compre- 
hensive page layouts. Judging from 
experience in developing dozens of 
catalogs, it is astonishing how much 
can be accomplished by diagraming 
the pages in miniature. It not only 
clarifies thinking and planning, but 
can save money on sketches which 
might otherwise have to be revised. 

Another helpful preliminary step 
is a written outline of contents to 


assure proper continuity, visual 
flow, and the right grouping of 
products. In a sense, the designing 
of a catalog is like the shelf and 
floor plan in a _ supermarket, in 
that products with allied uses and 
appeals should be sectionalized, and 
should be featured in relation to 
sales appeals. 


> When developing a catalog, in- 
dustrial or consumer, we must con- 
sider the viewpoints of the people 
who will use it. Purchasing agents 
want to know these things about 
products: how they are made — 
how they work — what are their 
uses — who uses them — why they 
are better — together with prices, 
discounts, packaging, shipping 
weights, prepaid or f.o.b. charges, 
service facilities and replacement 
parts (if meeded), and whether 
prompt delivery can be made. 
They are not much interested in 
a picture of the factory, a history of 
the company, information about its 
officials, or about manufacturing 
facilities and processes. This kind 
of information really doesn’t belong 
in a catalog. It is better presented 
in a brochure designed as a general 
sales visualization. If it is included 
in the catalog, the best place for it 
is in the back of the book, and the 
best handling is in the quick-read- 
ing form of summary, rather than 
a long and detailed dissertation. 
The same applies in preparing a 
catalog for consumer use — not so 





Linofitm 
Linofilm 
Linofilm 
Linofilm 
Linofilm 
Linofilm 


Caledonia Roman 

Caslon Old Face Italic 
Times Roman Italic 

Spartan Black 

Trade Gothic Bold Extended 
Century Expanded Italic 


The growing family of Linofilm faces 


The growing family of 


More Linofilm keyboards have been sold since the 
introduction of the Linofilm System than all other 
photocomposition machines combined. Behind every 
Linofilm keyboard lies the large and growing Linofilm 
family of typefaces, a family produced specially for 
photocomposition from the international resources of the 
Mergenthaler Linotype Company. We list a fraction of the 
faces available for immediate delivery. You are reading 
Linofilm Century Expanded Italic, with Trade Gothic 
Extended and Bold, a new design available from Linofilm 
and Linotype alone. The responsible Linofilm policy of 
limited enlargement brings these types to you undistorted 
by the excessive optical manipulation required with a single 
master. Linofilm spacing and justification, perhaps the 
most flexible and accurate ever designed, frees them from 
the varying letterspacing sometimes associated with 
photocomposition. The Linofilm System, designed from the 
ground up in terms of modern electronic computing 
techniques, photographs them onto film or paper with a 
speed, versatility and quality of image that no 
adaptation of existing machinery can match. For 
information, write Linofilm, Mergenthaler Linotype 
Company, 29 Ryerson Street, Brooklyn 5, New York. 
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Linofilm 
Linofilm 
Linofilm 
Linofilm 
Linofilm 
Linofilm 
Linofilm 
Linofilm 
Linofilm 
Linofilm 
Linofilm 
Linofilm 
Linofilm 
Linofilm 
Linofilm 
Linofilm 
Linofilm 
Linofilm 
Linofilm 
Linofilm 
Linofilm 
Linofilm 
Linofilm 
Linofilm 
Linofilm 
Linofilm 
Linofilm 
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Linofilm 


Memphis Bold Condensed 
Poster Bodoni Roman 
Spartan Heavy Italic 
Caslon Old Face Roman 
Primer Roman 

Garamond No. 3 Italic 
Bookman Italic 

Trade Gothic 

Times Roman 

Bodoni Bold Italic 
Caledonia Italic 

Gothic No. 13 

Spartan Black Condensed 
Trade Gothic Bold 

Bodoni Roman 

Textype Italic 

Spartan Medium Condensed 
Old Style No. 7 Italic 
Garamond Bold No. 3 Italic 
Gothic No. 16 

Bodoni Book Roman 
Century Bold Roman 
Copperplate Gothic 
Spartan Book Italic 

faces 

Century Expanded Roman 
Primer Italic 

Caledonia Bold Roman 
Corona Roman 

Bodoni Book Italic 
Memphis Bold Italic 

Trade Gothic Extended 
Bodoni Bold Roman 
Spartan Heavy Condensed 
Century Bold Condensed 
Caslon No. 137 Roman 
Textype Bold Roman 
Trade Gothic Condensed 
Spartan Light 

Bold Face No. 2 

Caslon No. 3 Italic 
Spartan Bold Roman 
Bookman Roman 

Trade Gothic Bold Condensed 
Memphis Light Italic 

Old Style No. 7 Roman 
Poster Bodoni Compressed 
Caledonia Bold Italic 
Poster Bodoni Italic 


The growing family of Linofilm faces 


Linofilm 


Caslion No. 3 Roman 


Linofilm Corona Italic 
Linofilm Garamond No. 3 Roman 
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much about the company, and all 
essential facts, pictures, descrip- 
tions, relating to the products. Con- 
sumers react better to emotional ap- 
peals, of the type used in so much 
advertising copy. Factual informa- 
tion must be included, but should 
be subordinated to a greater degree 
than in trade catalogs. People don’t 
care so much how or where prod- 
ucts are made, as assurance of good 
value, and convenience and satis- 
faction appeals. In either type of 
catalog, a concise statement of the 
producer’s guarantee or warranty 
helps to dispel any doubts. 


> Who is best qualified to produce 
the catalog: the advertising agency, 
advertising manager, printer, or a 
sales executive? The answer varies 
with circumstances. Some advertis- 
ing agencies have people with the 
talents and experience for catalog 
production, and some don’t. The 
same is true of advertising man- 
agers or sales executives; organiz- 
ing and creative abilities come with 
specialized experience. 

As for printers, few maintain the 
kind of creative departments nec- 
essary to develop catalogs, altho 
their advice can be helpful on all 


mechanical details selection of 


a4 


paper and cover stock, bindings, 
economical runs, economizing on 
color reproductions and placement 
of color pages, typefaces, and or- 
ganization of the work to speed 
delivery. It is best to consult with 
the printer while the job is still in 
the roughing-up stage, rather than 
after the work has progressed to 
the point where every mechanical 
change will involve revisions. 

By all means, select a _ printer 
who has had experience in catalog 
and publication handling. Small job 
printers sometimes promise big re- 
sults at lower prices, but lack of 
know-how can delay and depreciate 
catalog production in many ways. 

You can cut costs by using small- 
er illustrations, by using cheaper 
paper, no colors, fewer pages, and 
by ordering half the number of 
books that may be necessary. These 
are also ways to cut sales. The 
catalog will represent your com- 
pany; serve as a show case for your 
products, and should convey pres- 
tige as well as buy-appeal. 


> Here are a few things to keep in 
mind when developing a catalog: 
1. Place the responsibility for the 
job in one person, and be sure he 
is qualified to select and correlate 


Hour a day service 
QUALITY 


FOUR COLOR PROCESS, 
HALFTONE, LINE PLATES 
ELECTROTYPES, DOW 
ETCHING PROCESS 
STEP AND REPEAT 


Pick Up And Delivery Service 
2-Way Radio Dispatched 


STate 2-3939 


NORTHWESTERN PHOTO ENGRAVING CO. X 
CHICAGO 6, ILLINOIS 


328 S. JEFFERSON ST. °@ 
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Se < 


4 WORTHWESTERN 


ENGRAVING 


Just do the best you can on the worst 
with the least that will make it look 
like the most. 


the skills and materials necessary. 
Even though your _ advertising 
agency, sales manager, printer, sup- 
ply salesmen, and general manager 
may confer on the project, and 
work on portions of it, someone 
should be assigned to do the over- 
all planning and expediting. 


2. The book should be of the right 
size for convenient filing and refer- 
ence — 8x11” is the standard. 
Odd dimensions and shapes may 
attract attention, but they aré more 
apt to be discarded than kept. 


3. It is generally best to keep all 
price and discount information out 
of the catalog, and put it on printed 
slip sheets. When prices are printed 
on catalog pages, any necessary 
changes can make the book obsolete 
overnight. 


4. Select a cover stock which is 
tough enough to withstand constant 
usage, and good looking enough to 
convey the impression of quality. 
Shabby catalogs may sell goods, but 
not as well. Take a look at the cata- 
log files of purchasing agents, and 
you will find plenty of examples 
of this type of false economy. 


S. Customers prefer a_ binding 
which permits the book to be laid 
out flat for quick and easy refer- 
ence. Use spiral binding for all but 
small books which handle well 
with saddle stitching. As one ex- 
ample of this type of oversight, I 
recently saw a 456-page catalog, 
produced in the odd-ball 6142x1014” 





How one idea gives Budweiser, 
a head start on competition 


Hankscraft display motors put this simple 
motion into a point-of-purchase display for 
Anheuser-Busch, Inc. It was a moving ex- 
perience. Moved more Budweiser® off the 
shelves. Kept this happy brewer moving along 
well ahead of competitive brewers. 

Think what “motion on display” can do for 
you .. . providing the final impulse so many 
consumer products need . . . tying in and co- 
ordinating with the rest of your advertising 
efforts . . . completing the full circle of con- 
sumer impressions at the precise point where 
an impression must be made! 


HANKSCRAFT CO. 


DISPLAY MOTOR DIVIFSION © REEDSBURG, WISCONSIN 


Oscillating Rotary AC 


PUT MOTION IN YOUR DISPLAYS TO KEEP YOUR PRODUCTS IN MOTION 


Here’s the best part: Hankscraft motors, 
powered by a single flashlight battery, gen- 
erally do the job for less than a penny a day. 

Our job is making displays more effective 
... getting more shopper attention and more 
buyer action for your dollar of display invest- 
ment. We make the motors that do this job. 
Your printer, lithographer or display house 
will make the displays. 

Like to know more about 
the Budweiser® Story? Write 
to Hankscraft for some inter- 
esting figures. 


HANKSCRAFT COMPANY 
Display Motor Division, Dept. 
Reedsburg, Wisconsin 


Gentlemen: 


Company 
Address 
City 





(1) Please send details on the Budweiser® Story. 
(0 I'd like to know more about “Motion on Display.” 


PROGRESS 
ROP 


COLOR 
MATS 


(Glass-Fiber or Plastic) 


Hit Your Register Marks 
Right on the Nose! 


Superior shrinkage-resistance and 
superior register-preservation—re- 
sulting from our materials and 
meticulous workmanship—are the 
reasons for more and more leading 
R.0.P. Color advertisers sending 
their plates to Progress. Want more 
information? Phone or write now. 


PROGRESS Pilate Making Company 
913 Filbert Street, Phila. 7 WA 2-044? 
tts, 


P 
ciatpiaiiapemmae’ — ————— 
(2 - 


The PROGRESS * HANSON + PROGRESSIVE Group 
One of America’s Most Complete 


Groanhic Arte Or tions 


Branches: 
New York « Newark + Lancaster « Wilmington 
Baltimore « Washington « Richmond « Charlotte 


YOURS: Outstanding 
Letterhead Design Port- 
folio — created by the 
Advertising Design De- 
partment of world- 

famous Pratt Institute - 
on Parsons King Cotton 
Business Papers. Write 

on your business letterhead 
for Portfolio Number 552. 


BPorsons PAPER DIVISION 


MATIONAL VULCANTSED FIBRE CO. 
HOLYOKE, MASSACHUSETTS 


NEW Decais 


Permanent type tough “Viny!” 
applied in seconds without water. Saves labor; no 
curling in storage. MADE TO YOUR SPECIFI- 
CATIONS. . .iettering, numbers, your trademark. 
Send now for FREE SAMPLES and estimate. 


SCREEN PROCESS PRINTING CO. P.O. Bex 948, Wichita! Kansas 


BRILLIANT/ LOW In COST/ 


GEM Coler—TOP QUALITY letter- 
press printing ot LOW COST for 
runs of 100 te 10,000. Reproduced 
from Ektechrome or art copy. All 
jobs color proofed. DELIVERY in 2-3 
WEEKS. Free samples. 


Ce tL 
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size, saddle-stitched, and impossible 
to hold open on a desk without 
using a paperweight. 


6. Paper stock is also important. It 
should be fine enough to insure 
good reproduction of half-tones and 
color shadings, and heavy enough 
to prevent copy and _ illustrations 
from showing through. A few extra 
dollars spent on quality paper can 
upgrade the appearance of a cata- 
log 100%. 


7. Indexing is what makes a cata- 
log usable. Some books have a list 
of products and page numbers in 
front, some are indexed with divid- 
er pages or marginal tabs, and 
some use both. The main thing is 
that your products be grouped in 
the proper sequence, and be easily 
located. Prospects just won't spend 
much time looking. 


8. A top-flight layout man can do 
wonders in making pages both in- 
teresting and dramatic. Emphasis 
on sales leaders, or long-profit 
items, can be added by strategic 
placement of illustrations and copy. 
The same arrangement on every 
page is monotonous, and monotony 
never helped to sell anything. 


9. The mailing list should be thor- 
oughly overhauled. It just isn’t 
smart to mail an expensive piece of 
literature to “the little men who 
aren't there.” Haphazard and out- 
dated mailing lists are principal 
causes of direct mail waste. 


10. Make plans for merchandising 
the catalog. Let customers and 
prospects know in advance that the 
book is being prepared, when it 
will be ready for mailing, what it 
will do for them, and get them to 
send for it if you can. 


11. Last, but not least, plan a fol- 
low-up campaign to resell the cata- 
log and its usefulness to all the 
people to whom it has been mailed. 
See that the salesmen use it con- 
stantly, deliver the books personal- 
ly when they can, and continually 
bring it to the attention of the 
trade. 


> A really good catalog is a big as- 
set in selling any kind of buyer. It 
can be unnecessarily elaborate and 
expensive, or it can be cheap and 
inconvenient. It can also lose in- 
terest by following a set pattern. In 
catalog production, as in every 
other marketing activity, it is often 
a good idea to do what your com- 
petitors are not doing. 

Since it is a major business pro- 
motion, it deserves thinking, plan- 


ning, competent supervision, as 
well as a budget which allows for 
high-grade creative talent and dis- 
tinctive printing. Even though your 
factory may not be a showplace, 
there is no reason why your catalog 
cannot represent your business in 
the Park Avenue way. 

A small increase in the appropria- 
tion can make a lot of difference 
in the final payoff. Remember that 
a great many people who will never 
see your plant, or come into your 
offices, or meet your executives, 
will form their opinions of your 
company and _ =your products 
through the medium of your cata- 
log. 44 


Dycril Plates Described 
In Booklet from Du Pont 


A booklet explaining the uses and 
qualities of Dycril, a quality letter- 
press plate designed for use as 
either a direct or indirect printing 
plate, has been published by the 
Photo Products Dept., E.I. Du Pont 
De Nemours & Co. 

Dycril can be used on either a 
flatbed or rotary press. It is com- 
posed of a thin layer of photopoly- 
mer plastic bonded to a metal sup- 
port. Du Pont manufactures the 
blank or raw plate, which is then 
sold to trade shops or printers who 
have the special plate-making 
equipment that is needed. The trade 
shops process the raw plate into a 
relief plate for delivery as a ready- 
to-run plate for printing shop cus- 
tomers. Commercial outlets, or in- 
ternal shops, employ the processed 
printing plate on their own presses. 

Copies of the booklet are avai! 
able. 


. for more details circle 905, page 141. 


Prizewinner This Staff Supermart 
egg carton won an award in the recent 
competitions of NPLA. The three-color 
litho carton was designed, produced and 


printed by Riegel Paper Corp., N.Y. 





When a book hits the road 
...1t has to stand hard knocks 


Phat’s why more schoolbook publishers are now using new, durable Du Pont vinyl ‘* PX”? * 
» ‘I . 
> cloth for bindings 


By \anat 


The smooth, snow-white, uniform surface of vinyl-impregnated 
“PX” cloth permits an excellent lay of ink dependable adhesion . . . crisper re- 
production of colors and sharper detail of design You can use “PX” cloth on regular 
equipment. It’s durable 10 times more scrub-resistant** than similar grades of 
pyroxylin materials. Meets Commercial Standard CS-57-40 and Official Minimum 
Standards and Specifications I Lextbooks. Write fo 
Trade Products, AR-110, E. I. du Pont de 


*Reo. U.S. Pat. Off **S 


data and samples: 


Fabrics 
Nemours & Co. (Inc.), Wilmington 98, Del. 
rub resistance ¢ important durability tests in comparative evaluation of book cloth 


VINYL“PX” CLOTH 


REG. us. pat OFF. 
Better 


Things for Better Living . . . through Chemistry 





Bardahl Races to Sales 


By Venlo Wolfsohn 


Engine speed and reliability on 
land, sea and in the air is the key- 
note of the world-wide sales pro- 
motion program of the Bardahl In- 
ternational Oil Corp., producers 
and distributors of special motor 
lubricants. The 20-year-old Seattle, 
Wash., firm has 15 blending plants 
and sells through distributors in 
more than 60 free world nations. 

“It’s a product used universally so 
we promote it universally,” explains 
James W. Phillips, the firm’s ad- 
vertising and sales manager. Both 
the home office and the corps of en- 
ergetic distributors arrange for the 
many tie-ins and sponsorships that 
put the Bardahl name before its 
public. 

Bardahl’s interest in competitive 
motor events carries out its slogan, 
‘“Bardahl makes engines run better 
on water, on land and in your fam- 
ily car.” The bigger the event, the 
greater is the attendance of poten- 
tial customers and the press cover- 
age. The nature of Bardahl’s par- 
ticipation in these events makes it 
hard for the press to ignore. And 
as a bonus, the firm uses each con- 
test as a test for its products. 


> The primary association with these 
sales and news-making events is 
via the “sponsorship” of an entry. 
Bardahl will subsidize the car, 
speedboat or airplane and, in re- 
turn, the owner uses the firm’s prod- 
ucts and carries the logo on his en- 
try. The sponsorship can include 
lubricants or expense funds or 
both. 

Bardahl, however, does own out- 
right the swift Unlimited Class hy- 


If It Races, Put a Name on It. . . This seems to be the motto of Bardahl, whose 
entries include an Indianapolis 500 racer, a Rolls-Royce-powered hydroplane, or a 
beat-up modified stock car from Hawaii 
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droplane “Miss Bardahl” and has 
owned cars running in the In- 
dianapolis 500-mile auto race. It 
prefers to sponsor entries in the 
speedway event now. Either as an 
owner or sponsor, Bardahl is the 
only national advertiser to have its 
colors carried in both these premier 
racing contests. 


> The range of sponsorship activity 
is best illustrated by this partial list 
of the distributors’ tie-ins: 


@ Stock cars in an African reliabil- 
ity run; 


@ Racing sports cars in Hong Kong 
and Australian championship 
events; 


@ Racing “karts” in Washington; 
sports cars in eastern Canada; stock 
cars in Colorado and Illinois; and 
midget race cars in California; 


® Sports cars, motorcycles and rac- 
ing scooters in Europe; 


@e A 1,000 mile auto race in Brazil; 


©® A completely “Bardahlized” 
Volkswagen bus on a round-the- 
world tour (in association with 
other automotive firms); 


e “The Flying Watchmaker,” the 
late Peter Glucksman, on his 1959 
round-the-world flight in a light 
plane. 


In the Brazilian auto race, the 
Bardahl name was engraved on a 
five foot high trophy and in Aus- 
tralia, besides sponsoring cars, the 
distributor provided shapely host- 
esses wearing sweaters embroidered 
with the company name. 

Tie-ins are sometimes made in 
non-racing activities. For example, 
service trucks and buses painted 
with Bardahl’s green-and-black 
were provided for exhibitors in 
France’s International Machine Tool 
Exhibit. In Thailand, the Bardahl 
engineering scholarship is awarded 
at the University of Bangkok. And 
in this country, distributors under- 
write numerous Little-League and 
bowling teams. 


> Bardahl’s major efforts in the U.S. 
are centered on its hydroplane 
called a “170 mile per hour bill- 
board” by Ole Bardahl, firm presi- 
dent, and the Memorial Day “500” 
at Indianapolis. The “Miss Bardahl]” 
was first raced in 1957 and replaced 
a year later with a faster boat 
which won the national champion- 
ship. It is not an inexpensive pro- 
motion, for maintenance, crew and 
travel costs to a dozen races may 
run up to $100,000 a year. 
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They Come Big in Brazil . . . On the 
left is the Bardah!l Cup, awarded to 
the winner of a 1,000 mile automo- 
bile race. That’s Miss Sao Paulo on 
the right. 


This is considered a good invest- 
ment when the sales potential of 
the crowds watching hydroplane 
races are reckoned — 500,000 and 
more at Seattle and hundreds of 
thousands at the annual contests at 
Detroit, Washington, and other rac- 
ing centers. Usually the speedboat 
arrives early for the races and is 
parked downtown for more thou- 
sands to see. 

Besides the race-time press cov- 
erage, the hydroplane serves as the 
subject of many trade and sporting 
publication articles and a movie 
distributed throughout the world by 
Bardahl salesmen. It makes off- 
season “personal appearances” in 
parades, civic celebrations, boat 
shows and tours race-less areas on 
a giant trailer. 

Preceding the showings of the 
speedboat is a comprehensive press 
kit which includes, besides a sheaf 
of photos, technical data, racing his- 
tory and biographies of the crew 
and driver sent to all salespeople 
and reporters. 


> There have been 17 “Bardahl 
Specials” at the Indianapolis Speed- 
way since the first one appeared in 
1950. Two cars were sponsored this 
year. Although the firm has had as 
many as three cars in one race, its 
best finishes have been a pair of 
thirds. 

But the “500” is a month-long 
show and every day’s activity is 
closely covered by the press. By 
sponsoring a contending car and 
top-flight driver which could cost 


upwards of $25,000, Bardahl assures 
itself of a good share of the news 
breaks every year. Here again, a 
complete press kit is prepared about 
the entry and Bardahl distributes 
a film narrated in several languages 
throughout the world. 

The firm backs up its written ma- 
terial with specialty items useful 
around a speedway and welcomed 
by fans: yellow caps with the logo 
above the visor, cardboard sun 
visors, souvenir decals, “Miss Bar- 
dahl” buttons, a “Hydro-mobile” for 
dens and playrooms, full color 
drawings of the speedboat, “T” 
shirts, and posters and banners for 
the race site. 

The entire organization is kept 
informed of all activities through- 
out the Bardahl world with a 
single-sheet news bulletin packed 
with photos and stories on one side 
and carrying an advertising poster 
on the other. 


> Racing is a somewhat hazardous 
promotional vehicle, but Bardahl 
regards all competition as a show- 
case. Says Mr. Phillips, “Bardahl is 
in racing because it puts our prod- 
uct name and irrefutable product 
results before the public. Sales re- 
sults have warranted the program, 
particularly overseas where the 
sport receives tremendous attention 
and is given great authority.” After 
all, he points out, racing draws the 
interest of engine-minded people 
and those are the ones who buy 
Bardahl products. 44 


New Display Controls 
Upper Store Level 


Literature on the Wonderspan 
arch, a display device for using the 
area above gondola sections in re- 
tail outlets, has been released by 
Johnstons & Associates, Kalamazoo, 
Mich. 

The unit can be used as a per- 
manent, built-in store installation or 
on a temporary basis. It can be dec- 
orated with seasonal display designs 
or can be installed with hook-in 
shelves, enabling display of actual 
merchandise. 

In addition to the gondola display 
points in the store, Wonderspan can 
be used at check-out points, over 
produce bins, frozen food lockers 
and running lengthwise over shelv- 
ing. Set-up time is reported to be 
15 minutes. It is available in two 
models for heavy and light display 
loads. 


- fer more details circle 906, page 141. 





JA You can save 


time and money 
when you order from an 


AUTHORIZED ~ 


PLEXIGLAS 
DISTRIBUTOR ‘ 


Here’s why: 


1. Material you order from your Authorized Ptexictas Dis- 
tributor is ready to use, cut in the exact sizes you want. 
SAVES YOU the cost of cutting operations and equipment, 
as well as scrap loss and waste. 


2. Your Authorized Distributor promptly delivers the quan- 
tities required for current use, as you need them. You don’t 
have to maintain inventory. SAVES YOU storage space, 
and the expense of materials handling, accounting and 
extra insurance. 


Your Authorized PLEXIGLAS Distributor’s stock includes almost 

any size and thickness of PLEXIGLAS® acrylic plastic . . . clear, 

colored, patterned and corrugated sheets ... other plastics... 

extruded sheets ... rods and tubes .. . and a wide range of acces- 

sory products. In addition, he is qualified to help you with fabri- PHILADELPHIA S,PA. 

cation and technical information. He is listed under PLEXIGLAS in Canada: Rohm & Haas Company of Canada, 
in the Plastics section of telephone directories in major cities. Ltd., West Hill, Ontario 
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4ET COURIER 


By Kenneth R. MacDonald 


The chronic problem of produc- 
ing a point-of-purchase display that 
can quickly and easily be adapted 
to a variety of uses is being in- 
geniously and attractively solved 
by Japan Air Lines, which is con- 
tinuing its nation-wide effort to 
promote more and more air travel 
to Japan. 

The display, which will be sent 
to travel agencies, ticket offices and 
other retailers seeking a Japanese 
tie-in, consist of eight 14x14” 
ecards, silkscreened in four colors 
on both sides, and laminated on cor- 
rugated boards. 

The cards can be used singly or, 
by connecting wires, in combination 
to allow an almost endless variety 
of “compositions”. As such, the cards 
can be used either as background 
elements or as a main display. 

Some of the 16 card facings con- 
tain copy, such as JAL’s current 
advertising theme, “The calm beauty 
of Japan at almost the speed of 

«+. continued on page 91 
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BLACK BOARDS 


On Plastic Pressure Sensitive 


Peel off the backing and 
apply to clean surface. 
Indoor or Outdoor use. 
Lasts Indefinitely. Sizes up 
to 27” x 37”. Printed with 
your advertising message 
in color. 


SALES 
PROMOTION 


PRODUCTS, INC. 
5702 DETROIT AVE. 
CLEVELAND 2, OHIO 
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Featured here is the result of complete one-stop display service at CSP—an entire coordi- 
nated display promotion for U.S. RUBBER, celebrating their Golden Jubilee. It is now 
being shown at tire dealers across the nation. Your own pay-off advertising at the point 
of sale can be made more effective through the complete one-stop display service of CSP. 
That’s because we have complete facilities to do the whole job—create, design, produce— 
a single display, a special or seasonal promotion, or a year-round program. We also produce 
displays of every material—you name it—and complete dealer kits, too! Whatever your 
product or market, we can do the whole job—from idea to distribution—and do it better! 
For new brochure packed with ideas that sell, write us. 2635 North Kildare, Chicago 39, Ill. 


A TYPICAL 
DEALER KIT 
DESIGNED AND 
PRODUCED BY 
CHICAGO SHOW 


FOR. INSURED 
SALES RESULTS 


AMERICA'S 
ONE-STOP 
POINT-OF-SALE 
CENTER 


Exciting Window and Store Front Displays 


Big, Colorful Outdoor Banner 


*/s/6TD “ — 
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Complete Show Room Materials Hard Sell Facts 


ONE STOP 





sound” or color photos of interiors 
of the airline’s DC-8C planes. 

Most of the card facings, however, 
are simple but striking colorful de- 
signs based on Japanese motifs. 


> A second “kit” consists of a card- 
board banner display featuring 
Noren screens, traditional Japanese 
door banners, suspended from a 
cross-pole complete with base. Like 
the card display, the banners are 
printed on both sides and can be 
used singly or together, permitting 
a flexibility of composition and use. 
A half dozen authentic 
papier-mache props 
kit. 

The banner display was created 
for Japan Air Lines by its agency, 
Botsford, Constantine & Gardner 
Inc., San Francisco. Agency art di- 
rector Jerry Huff designed the ban- 
ner display while the card display 
is the creation of Reg Jones. Con- 
derback Inc. produced the banners 
and Advertising Display Associates, 
both San Francisco, the cards. 44 


Japanese 
complete the 


Survey Shows Displays 
Best for Bottled Drinks 


The results of a survey on special 
displays for bottled or canned soft 
drinks are available in a_ booklet 
from the American Can Co., New 
York. 

Conducted during August, 1960, 
in a series of retail stores, this study 
by Retailing Research tested the 
sales results of various stocking ar- 
rangements in supermarkets. The 
shelf and display stocking plans 
tested were: 


1. Soft 


flavors; 


drinks on the shelf by 


2. Soft drinks stocked in the re- 
frigerated display case in a special 
wire roll rack; 


3. Soft stocked in a _ refrigerated 
display case (no wire rack); 


4. Soft drinks placed in a wire bin 
jumble floor display; 


5S. Soft drinks placed in a 12-case 
wire rack floor display stand. 


The test consisted of matched 
panels of two stores for each stock- 
ing plan. In addition, control stores 
were audited in each city location. 
The study was broken into two 
periods: a base period of two weeks 
of normal brand sales; a test period 
of 2 weeks during which the stock- 
ing arrangements were carried out. 

The tests, which were conducted 
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Swifts 
Premium 


SLICED 


Prize Winning Posters . 


GOLD MEDAL 

Agency: Doyle Dane 
Bernbach 

AD: Stan Jones 


Photog: Bernie 
Gardner 


SILVER MEDAL 

Agency: McCann- 
Marschalk 

AD: Arthur H. 
Hawkins III 

Photog: Horn-Griner 


BRONZE MEDAL 

Agency: McCann- 
Erickson 

AD: James Sherman 

Artist: Robert Koropp 


. « These three posters received top awards in the 29th compe- 


tition of outdoor advertising art, sponsored by the Art Directors Club of Chicago. 
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VISUALIZERS 


MODEL | & H VISUALIZERS. For 
copy Of objects. image instantly 
projected on tissue or Bristol 
Board. Enlarging or reducing by 
calitrated dials in seconds 4 
times enlargement of reduction 
ROYAL UPRIGHT VISUALIZER & 
ART AIB. For limited floor space 
yet full size working area Floor 
space only 27°229". height 43° 
4 times enlargement or reduc 
ton 

CROMWELL ANGLE VISUALIZER 
Smali, compact. only 21” « 37 
floor space. yet combines ali im 
portant features of larger mode! 
400% enlargement oF reduction 
CORONET DESK TOP VISUALIZER 
Fits on top of desk. Easily port 
adie. Work area 10° 112". 4 times 
enlargement or reduction 


VISUALIZERS FROM $177 UP 


FILMSTRIPS 
From Artwork or Transparencies 
Black & White or Color 


FAST SERVICE 


Also Record Pressings or Tapes 


>end tor Cataiog G 
LACEY-LUC! PRODUCTS, INC 
31 Central Ave. * Newerk 2, W. J 
DEALERS. Choice Territories Open 


35mm color duplicate slides 


write for prices 


Colind Photography, Inc. 
P.O. Box 165, Peoria, Illinois 


ena ETc 


Exotic, unusual mailings 
isd eal 
your special promotions. 


Free 24-page Catalog 


@& ORCHAWAII 

ORCHIDS OF HAWAIl, INC. > 
305 7th Ave. N.Y. 1, WY. + OR 5-6500 
© 469 E. Ohio St., Ch ny + Te 


@ 24421 Narbonne Av, Lomita (L.A), Cal. - 0A 5-0381 


FOR QUALITY WORK ON 


Whether you need waterless pressure-sensi- 
tive decals or other Kleen-Stik items. Our silk 
screening is superior. Creative and production 
facilities. Send now for free samples, estimate 
_ SCREEN PROCESS PRINTING COMPANY 
P. O. BOX 948, WICHITA 1, KANSAS 


SEE KLEEN-STIK AD 
Page 11 





EVERY STYLE 


ER ELLY BLL) 


ra Order by name from 
pecimen book sent 
PER WORD eipt a 4) 


wa " Ma 2s thruout USA 


FLEXO-LETTERING CO., INC. 


& 46 ST. eo WN Y 17 © PL 3-494 
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for American Can Co. showed that 
an extra display increases can sales 
from 54% to 280% and that total 
soft drink sales (bottles and cans) 
went up 21% when the additional 
display was located in a traffic spot 
away from the main soft drink sec- 
tion. 
Copies of the report on the mer- 
chandising study are available. 
. for mere details circle 907, page 141. 


Planning Time... 


Christmas Display Ideas 
Ready for Season 


The display field has turned full- 
swing on Christmas and its colorful 
promotion possibilities. Full infor- 
mation on the following items is 
available from the manufacturers. 


Santa Card A display unit for 
Rack Christmas cards 

has been _ intro- 
duced by Die-Cut Specialty Co., 
Philadelphia. The unit is a die-cut 
Santa figure decorated with Christ- 
mas holly, berries and maribou- 
feathered whiskers. 

It is lithographed on 6-ply kraft 
fiber board in a white satin finish 
and measures 26” and 15” wide at 
the base. It holds 75 cards in slots 
around the figure and in the mit- 
tens. Holed for pegboard ur rack 
display, the rack can also be used 
as a counter, stand-up, or a wall 
display. 

Samples, literature and prices are 
available. 


. for more details circle 908, page 141. 


Santas 
GIANT CARD RACK 


Santa Card Rack Giant, litho- 
graphed display for Christmas cards 
holds 75 cards in slots around the figure 
and mittens 


Tree Turners Two new  turn- 

tables for turning 

Christmas trees 

have been released by the Vue- 
More Corp., New York. 

Both models feature all-metal 

construction with an attractive glit- 


ter-gold finish. The 15” diameter 
motor base with 139” tree holder 
handles artificial trees up to 8. 

- for more details circle 909, page 141. 


Christmas Choir . Three miniature 
molded plastic singers are equipped with 
built-in music box which fits into one 
of the figures. 


Plaques, 
Statuettes 


Three - dimension 
plastic plaques and 
statuettes for holi- 
day displays are shown in a sales- 
leaflet from Poloron Products Inc., 
New Rochelle. 

The leaflet shows Santa Claus 
face plaques in two sizes; reindeer 
wall plaques measuring 19x21”; a 
Noel cathedral, 13x16%4” with plas- 
tic stained windows; a 1642” stand- 
ing Santa Claus figure; and a San- 
ta in sled, measuring 2034x211”. 

- « for more details circle 932, page 141. 


Miniature molded 
plastic choir boys 
with a_ built-in 
music box playing “Jingle Bells” are 
featured by the Artistic Latex Form 
Co., Brooklyn. 

The life-like sculptured figures 
are 20” high and suitable for in- 
door or outdoor use. The music 
box, designed to fit into one of the 
three figures, is unconditionally 
guaranteed. 

A catalog of other Christmas fig- 
ures and scenes from this house is 
available. 


Musical Choir 
Boys 


- for more details circle 910, page 141. 


Holiday Decorations 
Available in Kits 


Christmas and New Year decora- 
tions for display or promotion pur- 
poses are now available in lowcost 
kits from Gordon-Douglas Co., Chi- 
cago. 

Each kit is priced at $8 and in- 
cludes such decorations as figures, 
faces, streamers, and other appro- 
priate decorations for each holiday. 
Also available from this same line 
are kits for Halloween and Thanks- 
giving displays. 

- for more details circle 911, page 141. 





This was your first love. A frisky bit of 


a puppy no bigger than a roller skate. 


You saw him in the pet shop window 


and knew he had to be yours. 


So you begged. Pleaded. Made 


extravagant promises. And got him! 


You never let that dog out of your 
sight. You played, ate—even slept with 


ASTERN 


Monte . | _ ; 
Arion 
EASTERN FINE PAPER AND PULP Div 


ISION 


him. He was your friend and willing 
slave. Your proudest possession. 

Where is this kind of pride now? In 
your work. In seeing a tough printing 
job run smooth as silk under your 
knowing direction. 

Pride. We share it with you. Because 
good printing begins with good papers. 
And that’s the only kind we make. 


STANDARD PACKAGING CORPORATION - BANGOR, ME 





Just how effectively does 


Atlantic Opaque 
prevent show-through? 


This insert will give you a good idea. 

Atlantic Opaque makes the printer’s life easier in every 
way a paper can. Its fluorescent whiteness gives more bril- 
liant reproduction. It offers outstanding ink receptivity. 
It is uniform in trim, caliper, bulk and moisture content. 
[his is the paper that minimizes press preparation, and 
helps speed the job through the press. 

And when the job calls for savings in postal costs, try 
Atlantic Opaque in a lighter weight. You'll find it ideal 
for envelope stuffers and inserts. 

Atlantic Opaque is available in Regular, Vellum and dis- 
tinctive Deep Etch finishes. Ask your Eastern Franchised 


Merchant for samples. Or write us direct. 


EASTERN FINE PAPERS 
Aa 7. a ~ ~ + a a » 
EASTERN FINE PAPER AND PULP DIVISION « STANDARD PACKAGING CORPORATION e BANGOR, ME 
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ANIMATION 


By Bill Scott 
Jay Ward Productions 
Hollywood 


People have been buffo over 
animated cartoons since the form 
first appeared in France in 1908. 
The art has enjoyed the greatest 
public acceptance of any medium, 
yet it is the least understood device 
in communication. Animation has 
been hailed, justifiably, as the only 
art form to be created in the 20th 
century. 

The enthusiastic acceptance of 
animation by the public has been 
no less than phenomenal, and its 
influence upon informing, teaching 
and shaping public opinion has 
been profound. 

The reasons for the great effec- 
tiveness of cartoons in the fields of 
entertainment, persuasion and sales 
are simple: 


1. People just plain like animated 
cartoons. 


2. Because they are removed a 
step further from reality than, say, 
live action, they are received in a 
more dispassionate or accepted 
way. As Pete Burness, well-known 
animator-director puts it: “Who 
can get mad at Bugs Bunny?” 


3. Cartoons make their points in a 
witty, humorous or entertaining 
way. This is a unique point with 
animation. You should be able to 
do the same thing in live action, 
but, oddly enough, humor in a live 
action pitch always seems con- 


trived. 


4. Most important, every square 
inch of the cartoon is completely 
controlled. The viewer’s eye, and 
his mind, cannot be distracted by 
any non-essential element. 


> Cartoons look a lot different to- 
day than they did ten years ago 

. even five years ago. Today’s 
animation has fewer drawings, and 
more impact, than ever before. To 
begin with, the “squash-and- 
stretch” concept of cartoon move- 
ment is now generally considered 
too slow and too costly. 

The animation techniques used in 
the “Crusader Rabbit” series (the 
first cartoons produced for tv) 
though considered radical when in- 
troduced, are now standard prac- 
tice in most studios. Yet it requires 
as good an animator, if not a better 
one, to do limited animation than to 
do “full” animation. He needs to 
pay more attention to his acting 
“noses” or key drawings, since 
they will be held in one position 
longer. His sense of timing must be 
precise and accurate to convey the 
suggestion of a lot of action with 
a few drawings. 

Other relatively recent practices 
are: 


1. More use of Xerography, a 
photochemical method of transfer- 
ring pencil drawings to celluloid 
without tracing by hand. 


2. Animating directly on “frosted” 
cells, which can take a pencil draw- 
ing, yet are transparent enough to 
be used in front of a painted back- 
ground. This process does not allow 


today and tomorrow 


mistakes, since the cells cost mon- 
ey. There is also the limitation as 
to the number of cells that can be 
put on top of the background used. 


3. More dialog, more jokes, less 
complicated animation or “sight” 
gags .. . the difference between 
animating only a mouth, and ani- 
mating a full figure. There is a shift 
of emphasis from the physical to 
the use of words to establish the 
subject. 


4. The use of a single color for an 
entire character, hair, head, hands, 
clothes and shoes. From this comes 
both economy and impact. The 
character can be seen better, there 
being no distracting detail. With- 
out the necessity of shading into 
grays, blacks, etc., the character can 
be done more quickly as one unit. 


> It is also possible to better set up 
a character by the use of words. 
This is advisable since people are 
now more sophisticated about car- 
toons, and not as easily entertained 
by mere sudden or exaggerated 
physical action. The right use of 
words in cartoons can build char- 
acters which not only wear well, 
but attract increasing interest over 
a period of time. 

These are all methods of making 
cartoons simpler, cheaper, and, in 
many cases, funnier. But animation 
writers and directors generally feel 
that only the surface has been 
scratched in the rich vein of car- 
toon humor. 

For example, the entire field of 
satire, where the cartoonist does 
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his best work, has been deliberately 
ignored. In the recent political cam- 
paign there were cartoons of this 
type which a number of stations re- 
fused to run. Actually, equivalent 
political spots were found accept- 
able. Apparently the stations balked 
because this was a new form to 
which they have not adjusted. In 
the future, it can be expected more 
satire will be used for political cam- 
paigns, and stations will find them 
acceptable. 


> There have been a few pictures 
produced which explored some of 
the possibilities of animation: some 
early UPA films, pictures like the 
first “Mr. Magoo“ cartoons, “Ger- 
ald McBoing-Boing” and “Rooty- 
Toot-Toot.” 

The recent Academy award win- 
ner, John Hubley’s “Moonbirds,” 
was a fine example of the kind of 
invention and comic genius that the 
medium is capable of. Using broad 
splashes of transparent color in a 
manner reminiscent of the paint- 
ings of Raoul Dufy, the picture 
was provocative, charming and 
funny. Its sound track examined 
the area of the natural humor of 
children’s conversation, not stilted 
phrase-reading, but the actual ram- 
bling semi-singing cadence of chil- 
dren’s speech. 

The success of “Moonbirds” in 
theaters all over the country is 
proof that the public is ready and 
willing to accept new ideas of hu- 
mor and art in cartoons. It seems a 
shame that producers and those fi- 
nancing cartoons in the main still 
insist that animation should be a 
quick, cheap imitation of the early 
Walt Disney product, over-ani- 
mated, self-consciously cute, and 
devoid of any relationship to the 
world in which it is shown. 


> The people who make cartoons 
are ready for something better. 
The people who watch cartoons 
are ready for something better. 
Only the people who finance car- 
toons are not ready for something 
better. 


> Sponsors and agencies sometimes 
shy away from animation because 
of its cost, which is roughly double 
that of live action. Offsetting this is 
the effectiveness of cartoons in in- 
forming and persuading, plus the 
long life expectancy. 

Over the past three years, prices 
have stabilized as agencies have 
come to accept the fact that in ani- 
mation, as in anything else, you get 
what you pay for. Today, the aver- 
age one-minute commercial, the 
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backbone of the business, 
about $9,000. 


costs 


> The animation industry is enjoy- 
ing good days, too good perhaps. 
For one thing, most of the capable 
cartoon craftsmen are ardent and 
devoted moonlighters, working dur- 
ing the day for one studio, and after 
hours for another. 

Too, with competition resulting 
in erratic periods of sales and 
slumps, more and more cartoonists 
are working on a temporary free- 
lance basis. These freelancers, al- 
ways wary of the “down-time” that 
may lie ahead, usually have pun- 
ishing work schedules. 

They have to do it, too. The de- 
mand for cartoon product is slowly 
outstripping the means of supplying 
it. It seems incredible, but every 
foot of animation turned out in this 
country—features, short subjects, tv 
series, commercials, industrial films, 
is hand-drawn and hand-processed 
by little more than 1,000 people, 
mostly in Hollywood and New 
York. 

You can grasp the enormousness 
of this more clearly if you realize 
that just one half-hour cartoon on 
television may require from 35,000 
to 50,000 drawings. And there are a 
number of such series on the air 
now. 


> The number of young artists en- 
tering the field is a mere trickle 
compared to what the demand is 
and will be. Part of the reason 
there is no labor pool is the break- 
up of the large cartoon factories 
after World War II, and the fan- 
tastically low rentals for theatrical 
cartoons. 

Disney has no short subjects pro- 
gram, and works only sporadically 
on feature material. M-G-M closed 
its studio some years ago. Warner 


Animation is Big Business 


In Hollywood alone, according to 
a round-up by Variety, there are 
23 companies producting anima- 
tion, for theaters, for television en- 
tertainment and commercials, for 
sponsored films. These companies, 
with two not reporting, employ 
more than 1400 people as anima- 
tors, inkers, cartoonists, etc. Their 
1961 production costs are estimated 
at $32,765,000, with four pro- 
ducers having now figures avail- 
able. Inclusion of these would 
probably bring the total up to 
$40,000,000. 


Bros. has only recently entered the 
tv series lists after a long period of 
minimal production. UPA Pictures 
no longer has a Columbia release 
for its Mr. Magoo cartoons. 

The result is there is no longer 
that break-in or training period for 
artists which a big studio could ab- 
sorb in its over-all operation. 


> Today’s young aartists usually 
have to be able to produce journey- 
man’s work as soon as they are 
hired. Small-scale, limited anima- 
tion commercial studios cannot af- 
ford the luxury of apprentices. 

There is also an out-moded ap- 
prenticeship system which can keep 
an artist at low apprenticeship rates 
for two years or more, at the dis- 
cretion of the producer. Another 
factor is the failure of animation 
producers to promote their own me- 
dium. 

So today, if a young man in Potts- 
ville or Iron Mountain has talent, 
and wants a career in art, about the 
last thing he’ll ever think of is be- 
coming an animation artist. 


> What all this foretells for the fu- 
ture seems to add up to a great in- 
crease in price for all cartoon prod- 
uct. 

Even if pay tv should get off 
the ground, and there should be a 
decline in tv commercials, there is 
no reason to think that the demand 
for cartoons will slacken. 

And even if, against all probable 
odds, a sensible recruiting or ap- 
prentice program is started, or 
should the half-hour series bring 
the large studios back into the pic- 
ture, we will still face at least five 
years of “fragmented” work pat- 
terns, moonlighting, raids on per- 
sonnel, and more demand than sup- 
ply. 

The price of animation has risen 
steadily, due mostly to the union’s 
gains, and despite the repeated cries 
of small producers that the next 
series of cost hikes would put them 
out of business (actually the only 
thing that has put them out of busi- 
ness is feeble and ineffective sales 
programs). 


> Eventually the cost of animation 
may go so high that a client or in- 
vestor may find it economically un- 
sound to use animation even to get 
a more useful product. But that day 
and that ceiling are a long way off, 
and if present trends continue, 
within five years the cost anima- 
tion will probably be more than 
double what it is now, and anima- 
tion studios will still be producing 
more than ever before. 44 
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There once was a sacred cow among users of printing papers. 


It said that only a heavy paper was bright and 
opaque enough for fine printing. Then Olin de- 
veloped a new concept in papers called Waylite. 
It’s a lightweight stock as opaque as many papers 
twice its weight, with extreme whiteness and 
great strength. Waylite gives you beautiful print- 


ing results in halftone or line, black and white, 
and color. It can cut your postage in half, and 
reduce the bulk and weight of your printed ma- 
terial. Ask your Olin fine paper merchant about 
Waylite or write to us. See it, and you'll agree that 
it has turned one more sacred cow out to pasture. 


2y1i 
PACKAGING DIVISION QS im 


ECUSTA PAPER OPERATIONS, PISGAH FOREST, N.C. 
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= How Fine Art 
Sells Fine Music 


A radio station in Philadelphia, with high 


musical standards. used unusual, semi-abstract 


art to tell its story to media men. 


By Allen Sommers 


WFLN-AM-F\MM, Philadelphia’s 
fine music station, had a problem. 
Every radio station has a problem 
of some sort, but WFLN’s was 
unique. The problem was to visual- 
ly reproduce through slides the 
working concept of the station so 
that radio time buyers would un- 
derstand more thoroughly its facili- 
ties and unusually strong selling 
story. Many of the misshapen 
ideas concerning its operation and 
function were due, in large part, to 
the fact that WFLN was different. 

It was different primarily from 
the standpoint that the recorded 
pop music on every other station 
was never heard on WFLN, which 
uncompromisingly simulcasts on 
AM and FM, symphonies, concert 
music, original folk music, the best 
of outstanding show tunes, com- 
mentary and significant interviews 
and news. It was further strikingly 
different inasmuch as station pol- 
icy allows no jingles or other gim- 
micked commercials. 

Interestingly, WFLN possesses a 
singular character and like most in- 
dividualistic enterprises requires a 
certain amount of understanding. 
This requirement was necessary in 
face of the fact that the station con- 
sistently more than holds its own 
with competing major independent 
and network stations, and delivers 
an adult audience comprised of 
purchase-powerful people from all 
walks of life. 


>» “We need an effective tool such as 
a filmstrip to destroy the ancient 
and mistaken myth that a fine mu- 
sic radio audience consists solely of 
an esoteric few,” Raymond 5S. 


Green, general manager of WFLN, 
said prior to the production of the 
film, of which he was executive 
producer. He further pointed out 
that in the Delaware Valley the 
fine music audience represented 
one-third of the population with 
two-thirds of the buying power. 

From this point on, there began 
a series of the proverbial group 
skull sessions with all members of 
the WFLN staff. It was agreed upon 
by all concerned that this filmstrip 
should employ a minimum use of 
facts and statistics or at most to 
present them entertainingly, that it 
should contain a sense of humor, 
that artwork and actual photo- 
graphs would be used and that the 
sound track would be in stereo- 
phonic sound. 


> Sitting in on these meetings were 
the people given the responsibility 
of physically producing the film: 
Don Mattern to handle writing and 
production and his wife, Mary Ar- 
nold Mattern, for art direction and 
illustration. There was, however, 
no single WFLN staff member who 
did not contribute something of 
value to the over-all effort before, 
during and after the completion of 
the work. The janitor came up with 
the interesting observation that his 
barber tuned in to WFLN con- 
stantly and sang along with the 
operas in his native Italian while 
clipping hair. One wag remarked 
that the long-haired notion of fine 
music was finally getting a crew- 
cut. It was put into the script. 


> There now followed a _ working 
script and literally bundles of 
rough sketches. The resultant re- 
search had exposed many enlight- 





ening facets on the subject of fine 
music throughout our entire coun- 
try. For example, it was uncovered 
that more money is spent at the 
concert box office than ai baseball 
turnstiles; that 35 million persons 
are actively interested in further- 
ing the cause of fine music; that in 
1934, concert music recordings 
reached a scant $75,000 volume 
while today they push the $100 mil- 
lion mark; that the fine music radio 
audience is loyal beyond belief. 

It was also revealed that an ul- 
tra-dedicated portion of WFLN’s 
audience spends more than $20,000 
per year just to be kept informed 
of advanced programming through 
sales of its program guide. 

Once the script was out of dry- 
dock the artist developed the art 
style from the rough sketches into 
comprehensive form. An _ unusual 
thing developed in that a_ thick- 
lined, abstract face emerged on 
canvas and was quickly established 
as the face of fine music. Thus, the 
face became the narrator of the 
film and was portrayed in sound 
through the first person singular. 

Upon completion of all the art- 
work it was spread in organized 
disarray over the Matterns’ studio 
floor and WFLN’ers had their in- 
itial glimpse of what to expect 
while looking downward from an 
overhanging balcony nine feet 
above. The artist pointed out that 


Du Mont-Fairchild Offers 
New Closed Circuit TV 


What is described as “completely 
new miniature closed-circuit tele- 
vision” has been announced by the 
Du Mont Div., Fairchild Camera 
and Instrument Corp., Clifton, N.J. 

Costs, according to Du Mont, are 
near “that of home movie equip- 
ment.” Called Tel-Eye, the camera 
is priced at $550 with a three lens 
kit priced at $75. 

The new camera uses existing tv 
receivers as monitors, and its almost 
completely transistorized circuitry 
“provides high definition pictures 
with extremely good _ contrast 
characteristics. The complete 
camera is self-contained with a 
vegular power cord for attachment 
to an ac outlet and coaxial con- 
nector for attachment to the tv set.” 

Applications include schools, 
banks, industry, and business where 
industrial television is finding so 
many uses in security surveillance, 


what was lacking was a sense of | 


visual 
slide. 
This was solved by the recur- 
ring use of color patches from the 
face of fine music and from a loose 
musical staff in each and every 
slide. A Philadelphia photographer, 
Bert Layton, then transformed all 
the artwork into finished slides and 
at the same time photographed the 
remaining predetermined scenes for 
integration with the artwork. 


continuity from slide to 


> The finished product consists of 
51 slides with 21 different voices in 
stereo and is broken down into 
four main segments: a tour de force 
on fine music; WFLN program- 
ming; WFLN audience composition 
and recorded testimonials from ac- 
tual WFLN listeners and sponsors. 


This filmstrip, billed as present- | 
ing the story of fine music and | 


commercial radio, was first shown 
for three days running, two per- 
formances each day, at the Sher- 
aton Hotel in Philadelphia. Each 
performance was fully attended by 
representatives of major advertis- 
ing agencies. The critical reviews 
were best summed up by Tom Har- 
rison, WFLN’s commercial man- 
ager: “All that I know is that we 
wrote business on the the spot and 
there is more to come. I'm now 
anxious to get this show on the 
road.” 44 


process control, visual teaching aids, 
large microscope displays and out- 
door surveillance. 

Details are available from the 
company at 750 Bloomfield Av., 
Clifton, N.J. 44 


Rapid Motion Picture 
Processor Introduced 


A new machine for professional 
use which can process 16mm black 
and white movie film as fast as it 
comes out of a standard motion 
picture camera has been announced 
by Eastman Kodak. 

Called the Eastman Viscomat 
Processor, Model 10, it uses viscous 
solutions applied at 125°F to process 
16mm movie film at a rate of 36 
feet per minute. One frame of the 
film is completely developed and 
dried in one minute. 

The Viscomat Processor is about 
the size of a 4-drawer file cabinet. 
It is mounted on casters for port- 


MAIL COUPON NOW! 
Viewlex Incorporated 
35 Broadway, Holbrook, Long Island, N. y. 


techniques for now mae pronlestalk” 


‘ rofit i 
1 CONTROLLED SHOWMANSHIP, > With 


State__ 


SHOW! TELL! SELL! 
WITH NEW PORTABLE 
VIEWLEX “SALESTALK” ! 


e A Complete ‘‘Sight-Sound’’ Unit in an 
Attache Case! -—- 

e Lowest Cost Presentation and Training Unit 
of All! 


New Viewlex Salestalk provides proven sight- 
sound sales principles—CONTROLLED SHOW- 
MANSHIP—with the lowest cost, lightest unit 
that allows the full power of daylight projec- 
tion of documentary photographs, dramatic 
animation, drawings, charts, etc., combined 
with hi-fi sound and words of tested selling 
power. 


Set up in seconds—right on a prospect's 
desktop—it tells the EXACT sales story your 
management team wants . . . and, your sales- 
man’s last call of the day is as vibrant and 
fresh as his first in the morning, Assures 
higher PROFIT-PER-CALL ratio than ever before 
possible. 


OVERALL SIZE: 
137 2a” 2 
WEIGHT: 
14 Ibs. 
PROJECTOR: 
100 watts. 
SCREEN: 
Built into cover — 
latest lenticular 
type for brilliant 
images — even in 
daylight. 
HI-Fi RECORD 
PLAYBACK: 
Also available—Salestalk V-2. 4 speed. Takes up 
Projects both Filmstrips and to 12” records. 


Slides. Other Viewtalk Train- 
in nd Selling Aids from 
ig ang Seuine Aids trom CQ 50 
COMPLETE 
iewle x. wc. 


35 Broadway, Holbrook, Long Island, N. Y. 
In Canada—ANGLOPHOTO, Ltd., Montreal 
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ability. It operates on standard 110 
ac current and requires two hose 
connections for its plumbing. One 
brings in water at 130°F at the rate 
of one gallon per minute. The other 
drains the wash water. 

The unit will sell at $12,500. 44 


Catalog Sheet Shows 
Hook ’n Loop Board 


A demonstration board to which 
presentation symbols, cards, and 
messages can be secured is de- 
scribed on a catalog sheet pre- 
pared by Charles Mayer Studios 
Inc., Akron 8, Ohio. 

Called the Hook ’n Loop Board, 
the product uses Fishook Tape, a 
pressure-sensitive cloth backed by 
“thousands of tiny nylon fish hooks 
which instantly grab hold and inter- 
lock with tiny nylon loops on the 
Hook ’n Loop Board. 

Copies of the sheet are available. 

- « for more details circle 912, page 141. 


Colburn Booklet Tells 
Film Editing Methods 


The second in a series of book- 
lets issued by George W. Colburn 
Laboratory, this one titled “Col- 
burn Comments on Editing,” has 
just been issued. 

Aimed at the in-plant film pro- 
ducer, the booklet discusses equip- 
ment necessary to start an in-plant 
editing department, the preliminary 
steps in editing, the seven cardinal 
rules of editing, the use of work- 
prints, lap dissolves, and rough 
cutting. 

Copies are available. 

- for more details circle 913, page 141. 


Modern Plan Gets TV 
Audiences For Films 


Do you know how you can get 
your name, message or product be- 
fore more than 10 million television 
viewers in one year? 

The question is posed by Modern 
Talking Picture Service. And that 
company, as you may have ex- 
pected, also has an answer. It calls 
it “World in Motion.” 

Here’s how it works: 

You send Modern a 16mm-sound 
film of six minutes duration. Mod- 
ern then puts together a television 
program consisting of your six min- 
ute film and three others from non- 
competing sponsors. Modern then 
arranges a minimum of 250 tv book- 
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ings, “many of them in the top 100 
markets.” 

According to Modern, “We will 
supply you with advance notice of 
tv bookings for your film, station 
call letters and city. We will get 
from each station telecasting your 
film a signed showing report. These 
reports are tabulated on IBM equip- 
ment monthly and you will be giv- 
en the station, date and time of tele- 
casts, number of sets in the area 
and the number of viewers based 
on our rating system.” 

Total cost for 250 verified tele- 
casts is $3,125. 

A folder giving details of the 
“World in Motion” is available. 

- for more details circle 914, page 141. 


Lightweight Projector 
Introduced by Buhl 


Buhl Optical Co., 1009 Beach Av., 
Pittsburgh 33, has announced that 
it has introduced a new lightweight 
overhead projector, the Kool-Lite 
6000. 

The instrument weighs only 40 
pounds and will accommodate trans- 
parencies up to 10x10”. It holds cel- 
lophane rolls which can be used for 
projection of hand-written notes. 


Further details are available from 
Buhl. 44 


Electronic Service for 
Supermarkets Introduced 


Installations of what is described 
as “an all-new service for super- 
market shoppers” have been sched- 
uled by the Robolease Corp., De- 
troit. 

Designed “the  Sellapromoter 
Service,” it is an electronic mer- 
chandising system controlled by a 
console placed in an office, store- 
room or hallway at the market. 


Three mechanisms are combined in 
the console. 

The first conveys commercial 
messages to individual speakers 
placed throughout the market, the 
second section can carry live an- 
nouncements, taped messages or as 
an emergency intercom system, the 
third delivers background music to 
all of the speakers. 

It is the contention of the pro- 
moters of the service that Sella- 
prompter installations will fill the 
gap left when bigness and volume 
eliminated the friendly grocer who 
knew most of his customers per- 
sonally, and could make recom- 
mendations and suggestions to suit 
individual needs. 

Literature is available. 

. for more details circle 915, page 141. 


Sheet Chart System 
Introduced by Pryor 


A graphic sheet chart system fea- 
turing easy-to-move plastic signals 
and peg board type base has been 
marketed by Pryor Marking Prod- 
ucts, Chicago. 

Designated the Movichart, it is 
adaptable to a wide variety of busi- 
ness functions including stock con- 
trol, sales control & progress, pro- 
duction planning, organization, ma- 
chine loading efficiency, safety, in- 
centive, etc. 

An eight-page folder describing 
the Movichart systems is available. 

- for more details circle 916, page 141. 


Sales Promotion Use 
For U.S. Outline Map 


A large outline map of the United 
States, imprinted on a 36x48” per- 
forated 16-gage steel panel, show- 
ing more than 300 key cities, is 
being offered for sales promotional 
purposes. 

According to the manufacturers, 
the map provides a flexible chart for 
sales territories, marketing pro- 
grams, traffic plans and organiza- 
tional distribution. States and cities 
are distinctly indicated, but do not 
interfere with data to be added. A 
scratch-proof, washable green finish 
makes possible the use of marking 
inks, tapes, magnets and pressure- 
sensitive materials. Perforations on 
14” centers and heavy asbestos 
backing permit the user to use pins 
as well as Perlites, small, colored 
fractional-watt lights. 

Additional information is avail- 
able from Power Dispatchers Equip- 
ment Co., 217 Broadway, Milwaukee 
- 44 
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Sales Tool 


The Quality of Numbers ... 15 min., 
color sound filmstrip, produced by Har- 
kavy Productions, for Business Publica- 
tions Audit of Circulation Inc., 420 Lex- 
ington Av., New York 17. Available 
through BPA. 


The Business Publication Audit 
people are the ones who make a 
career of taking “our readers” and 
breaking them down into Fred 
Smith, Production Manager, X 
Company, Brooklyn, N.Y. To the 
man who is buying advertising space 
in a publication, and to the man 
who is selling it, knowing just exact- 
ly who Fred Smith is, and what he 
does, is of primary importance. 

The process of this circulation 
nose-counting and pigeon-holing is 
clearly detailed in a new short, 
snappy, filmstrip. Emphasis is placed 
on the thoroughgoing analysis that 
is made in compiling each audit. 
The publisher must precisely define 
the audience his publication is de- 
signed to reach, and must prove — 
by letter, association roster, etc. — 
that each of his recipients who is 
to be counted is a qualified member 
of that audience. Publishers must 
further submit to an examination of 
their production costs, which must 
tally with the number of copies re- 
portedly sent. Since a check of this 
sort is made for every issue, the 
accuracy of each audit can be almost 
certain. 

For anyone who’s interested in 
knowing how the nature of the 
readers behind circulation figures is 
determined, this is a good one to 
see. T.K.F. 


Sales Tool 


Seven of the Three . . . 33 min., color mo- 
tion picture, produced by Mehring Produc- 
tions, Los Angeles, for Employers Mutuals 
of Wausau, Wis. Requests for prints should 
be sent to T. A. Duckorth, Employers Mu- 
tuals. 


This reviewer has come to dread 
movies sponsored by insurance 
companies. Most of them are shal- 
low, pretentious and banal. They 
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present economics in over-simpli- 
fied terms, the art direction has all 
the taint of bad calendar art, and 
the attempts at justification usually 
produce claims that no legitimate 
insurance man would use in a sales 
presentation. 

Therefore, we are pleased to re- 
port that at least one insurance com- 
pany seems to be interested in pro- 
ducing movies for an adult, rather 
than a sophomoric, audience. That 
company, judging from the film 
samples we've seen, is Employers 
Mutuals. The company evidently 
feels its type of insurance helps 
make this country a better place in 
which to live. And the films show 
you how and why. And after seeing 
them, of which Seven of the Three 
is an example, you feel that insur- 
ance makes a direct contribution to 
the welfare of all of us. 

If you intend to make a film 
showing your industry in its best 
light, then this is one you should 
see. E.S. 


Sales Tool 


Wolfsburg 221 . . . 20 min., color motion 
picture, produced by Marathon Interna- 
tional Productions, 10 E. 49th St., New 
York 17, for Volkswagen of America Inc., 
Englewood Cliffs, N.J.; 
Marathon. 


available from 


One of the more remarkable post- 
war economic success stories has 
been written by Volkswagen in all 
quarters of the free world. The 
squat, little cars have become auto- 
motive best-sellers from Brazil to 
Boston, or as the film points out, 
“ . in a hundred languages.” Not 
only have a lot of these cars been 
sold, but their owners seem to be- 
long to a cult of loyalty that approx- 
imates the one generated by mint 
juleps among Kentucky colonels. 

And yet, Volkswagens are made 
in Germany and the company evi- 
dently feels that this isn’t the best 
marketing fact of life for a product 
that wants sales in the United States. 
As you know, the import-export 





Small Projector Features 
Large TV-Type Screen 


Here is a new concept in visual selling that 
can definitely save time and money. This 
unique model 5516 P.R.C. Projector is 
designed for all types of businesses to pre- 
sell a prospect, or a group, in the business 
office or store and in the home. Pictur- 
Record holds 16 2x2 slides which project 
on the TV-type screen to 8%" x 12” in 
color or black and white. Easy to operate 
with little maintenance cost. Just push but- 
ton to change slides or set it on automatic 
and it runs itself. It’s easy to carry — 
weighs only 20 lbs. 
EASY TO CHANGE. Simply lift the TV 
screen unit, insert Pictur-Record on spin- 
dle. It’s as easy as changing a phonograph. 
Slides can be inserted into Pictur-Record 
with a flick of the finger. 
PRICE COMPLETE 

For further information, write 
PICTURE RECORDING COMPANY 
Oconomowoc, Wisconsin LOgan 7-2604 





Multiplex 
Presentation Panels 


for ® Sales meetings 
© Advertising presentations 
® Classrooms and libraries 
® Retail display of flat goods 


Multiplex steel-framed panels have thumbtack- 
board fillers; sizes from 18”x21" to 48x96"; 
floor, wall, and table models; office furniture 
colors. Send for complete information. 


MULTIPLEX DISPLAY FIXTURE CO. 


Dept. A, Warne & Carter, St. Lovis 7, Mo. 
Please send literature on Presentation Panels 
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You Get Things Done With | 
Boardmaster Visual Control _ 


Gives Graphic Picture of Your Operations— 
Spotlighted by Color 


Facts at a glance — Saves Time, Saves 
Money, Prevents Errors 


Simple te operate — Type or Write on 
Cards, Snap in Grooves 


ideal for Production, Traffic, Inventory, 
Scheduling, Sales, Etc. 


Made of Metal. Compact and Attractive. 
Over 500,000 in Use 


Fut price "AQ with cards 


|FREE| 24-PAGE BOOKLET NO. R-500 
Without Obligation 
Write for Your Copy Today 


GRAPHIC SYSTEMS 


Yanceyville, North Carolina 





Te 3 
THE VISUAL 
EQUIPMENT 
TO FIT YOUR 
aad 8 
NEED 


have 
auto- 

’ matic 
projectors for point 
of sale and trade 
shows. We have desk top 
Le oy both slides 
and film strips — ry 
with or without vel pe 
sound, designed with 
your salesmen in ora ig 
mind. For Information, OWA 
Write Dept. A961 


RT 





SOUND EFFECTS 
Hi-Fi and Super 


Put life into your dramatic plays, skits 
commercials, home movies. Use sound effects 
from the largest and finest library of its 

kind. Sounds of: Airplanes, Electra Prop-Jet, Boeing 
707, F-104 Starfighter, Reguius I, Missile Launching 
Carrier Sounds, Autos, Music, Trains, Animals, House- 
hold, Industry. 13 classifications — 2000 real-life 
sound effects for professional or home use. Send 25 
for complete 56-page catalog 

NEW DEMONSTRATION DISC contains 14 sound 
tracks from our library: Rocket Blast-off, Space 
Sounds, Jets, Babies, Navy Mess Calli (bugle), Police 
Car with Siren, Dogs, Weather. etc. 7” Microgroove 
33-1/3 RPM, Viny!, No. 7-130. Mail $1 TODAY 
for Demonstration Disc AND complete 56-page catalog 


MP-.TV SERVICES, INC. 
7000-L Santa Monica Bivd., Hollywood 38, Calif 


| for October 
A | B | | Trained Animals 
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balance of automotive products is 
fast becoming a matter of concern in 
many business quarters. So, while 
this film makes many telling points 
about the quality of workmanship 
in each and every Volkswagen, 
there are also subtle touches show- 
ing that many services and products 
purchased by Volkswagen are pur- 
chased from the United States. And, 
as Volkswagen prospers, the script 
announces, new factories have been 
built overseas, i.e. in this country. 

This a good film, made by pro- 
fessionals, selling a product hard and 
anticipating any arguments that 
might be made by people who are 
not quite sold on the wisdom of buy- 
ing foreign cars. A special nod should 
be given to the photographer. He 
has made interesting designs from 
prosaic assembly line machinery and 
the use of color is wonderful. E.s. 


Sales Tool 


It would be difficult to produce a 
dull motion picture that makes an 
honest effort to tell how a metro- 
politan newspaper is produced and 
edited. From that point on you have 
to contend with a matter of degree. 

This film is chatty, well-done if 
not exceptionally produced, and 
probably does the job for which it 
was intended. Some points of the 
territory which the Baltimore Sun 
covers are ignored. No mention is 
made of Johns Hopkins in a film 
that tries to show the scope of 
human effort in Baltimore, and no 
mention is made of the U.S. Naval 
Academy in a film that tries to show 
the scope of that effort in Maryland. 

Outside of these lint-picking com- 
ments, the film is an interesting job 
of selling softly yet at length. E.s. 


Public Relations 


Eddie Inc. 


‘ ; 
tyta 


The story of Eddie and his corpo- 
rate management problems in start- 
ing a lemonade business is a de- 
lightful over-simplification that 
should do very well for Maytag Co. 
In it, young Eddie, a younger broth- 


er and a friend learn the basics of 
the American free-enterprise busi- 
ness system through the guiding 
hand of a friendly lawyer. 

Eddie, the leader of the group, 
starts out with all the bull-headed 
all-me characteristics so often seen 
in big business management. But 
unlike most management minds, his 
opens up to seeing the other side of 
the picture such as the rights of the 
employe, consumer and community. 

Through this device and flash- 
backs to the Maytag plant, the film 
cleverly gets across three messages: 
Maytag makes a good product; May- 
tag helps the community in which 
it is located; Maytag treats its em- 
ployes well. Summed up, this is 
bound to engender warmth and 
goodwill from prospective washing 
machine prospects out in the audi- 
ence. 

Since the film was produced for 
showing to women’s clubs, service 
associations, etc., as well as schools, 
it has to be rated as a good public 
relations tool. 

If we wanted to carp a bit, we'd 
say Eddie (who was recently seen 
in “Please Don’t Eat The Daisies”) 
was a bully but then maybe the 
script writer knows corporation 
heads better than we. B.M. 


Sales Tool 


A Day of Living . . . 28}/ 


nm r r Jiicad * 
ion pl Ire proauceda {f 


If you think the basic require- 
ments of a sponsored movie should 
be pretty pictures and inspirational 
music then you'll be happy with the 
motion pictures made for insurance 
firms. 

This one is typical. The photog- 
raphy is especially impressive. How- 
ever, if you think there are other 
essentials that should go into a 
sponsored movie, then the insurance 
company genre is not for you. The 
story lines are so predictable that 
one can almost anticipate the next 
shot, the next phrase of the script, 
the next pause to allow music to fill. 
The one used here, how the insur- 
ance companies have helped this 
country become materially stronger, 
has been told so many times, it is no 
longer a story line. It’s more like a 
slogan. E.S. 





STAGING 
AREA 
FOR 


i) I 


SITY ry i 


The genius of Shakespeare 
was brought to life on the 
stage of the Elizabethan 
theatre. The brilliance of his 
words were enhanced by the 
color and fire of the actor’s 
performance. The stage is 
the playright’s medium .. . 
and paper the medium for 
the graphic arts. 
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Set the stage for your mes- 
sage with the dimensional 
color of 


PINE 
TREE 
COVER 





Designed to provide the designer and the 
graphic arts buyer with the most colorful ARTHUR 
background for their most creative efforts 


even on an inexpensive one or two color SCHROEDER 
_— PAPER CO. Inc. 


Designed to inspire and become an in- 3 PO ote ae 


tegral part of your creative effect, Pine 45 New York 17, N.Y 
. a 


Tree Cover is available in five dramatic a <a 


colors and is suitable to any printing x 


process. The name of your distributor, 


samples and prices on request. 


This insert printed by offset lithography on Pine Tree Cover #91 Brown. Also available in 
#90 Rose; #92 Blue; #93 Green and #94 Rainbow. Special color combinations made to order. 





How to Get Your 
Photographs Used 


If you plan your photographs right, 


editors will want to use them for news value 
while they will still retain p. r. value. 


By J. B. Strenski 
President, Attitudes Inc. 
Chicago 


What’s worth 1,000 words? A sin- 
gle good picture, of course. While 
this saying may be old hat, it could 
never be truer . . . especially in to- 
day’s competitive race for time. 
Nearly every business and profes- 
sional man tries to read the maga- 
zines of his trade. How else can he 
keep abreast of the times? 

Few people get all the profes- 
sional reading done they would 
like to. Most business magazines 
are scanned rapidly until a topic of 
interest is found. Then a little more 
care is taken to digest the hints and 
helps. 

Masses of grey type don’t help. 
And smart editors know this only 
too well. They fully realize the in- 
cessant demands on their readers’ 
time. They do everything they can 
to capsulize the reading material, 
make it easy and quick to grasp. 
One of their most effective devices 
is the illustration. 


> Illustrations speed reading, but 
they have to be the right ones at 
the right time. There are many 
kinds to choose from . action 
photos ... cutaways... charts... 
graphs .. . exploded views . . . me- 
chanical drawings and cartoons... 
to name a few. 

There is nothing as plainly re- 
alistic as photographs. They serve 
unquestionably well in new product 
releases and, of course, to show a 
sequence of action in case history 


and production line stories. 
points to remember: 


Two 


1. When taking production pic- 
tures, put action into them. 


2. Have a person demonstrating 
a new product . . . with emphasis 
on the product, not the person. 


> When taking sequence pictures 
for production stories, start from 


the beginning of the production 
process and make pictures that will 
show every step. And, take enough 
pictures—more than you need. It’s 
amazing how one picture will turn 
out differently than you expected. 
It’s much easier and less expensive 
to have a group to choose from than 
to go back for more. 


e Time, 
solubility 


temperature, strength, 
increases and de- 


Ten Illustration Tips 


. Plan pictures before 
shooting. Clean up the back- 
ground and keep it un-clut- 
tered. 

- Be on the lookout for good 
color picture __ possibilities. 
More and more magazines are 
featuring action color photos 
on their covers. 

- Take enough exposures of 
your shots to insure a good 
photo to choose from. 

. Try and be different. A little 
height, for example, can mean 
the difference between a dra- 
matic illustration and just an- 
other picture. 

- Don’t put 


your 


than three 
people in a single photo. Have 
them in natural, action poses 
- not looking at the camera. 

. With product pictures remem- 
ber that babies, pretty girls, 
and animals can have their 
place as attention-getters when 
used in good taste . . 


more 


+ even 


in industrial illustrations. 

- Let your photos illustrate ex- 
tremes in product capabilities. 
If you have a tying machine, 
eg., that will tie everything 
from a bale of cotton to a 
package of cigarets . . . show 
both in the photo. 

. Make sure your photos show 
the company name plate on 
the equipment, if at all pos- 
sible. This is product identi- 
fication that will elude the 
editor’s blue pencil for sure. 

. Use people or readily identi- 
fied objects to help show size. 
A “thin dime” next to a tiny 
electronic resistor adds_ im- 
pact. A man dwarfed by a 
giant generator does the same. 

. Make all schematics, graphs 
and other engineering illus- 
trations to an accurate scale. 
Don’t exaggerate. Satisfy an 
engineer’s curiosity and you'll 
be apt to sell him. 
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the first 
professional art 


flapping system 
no more WQS cutting 


no more measuring 


no more gluing 


O 


Make it Logical If you want to include a pretty girl in your picture and 


it's not a bad idea — be sure she belongs. This girl helps to give liveliness and 
3 scale to the picture, and she just might be the operator, too. 
seconds...and 
sa) 
it’s ready to go 


1 Strip off pressure 
; sensitive tape 
from pre-cut flap. 


Attach to 
2. pre-cut 

illustration 

board. 


3. 


Fold over flap. 


IN THE CLIENT'S OFFICE: 


Prestige, uniform appearance to 
layout and art. 


ee | F 
roy 
~~? 


LR BRRBRRAAAAL 


: 


eo. 
Here is a better example of using part of a human to give 
an immediate sense of scale 


Make it Clear 


Note also the logical inclusion of the company 
name where it cannot be logically kept out of the picture 


08 WAL 
2 INTERCOOLER SuCT. TRAP INSULATION 
a eee one yanlemeenenees C 


~S & ILC 


I-STAGE MOTOR 


4318 Carroll Avenue * Chicago 24, Illinois AMMONIA ' — SURGE — 


‘ ) OumP 

Please send free sample and literature. oy | KRACK REFRIGERATION UNITS 
CONTROL | 

itty . . PANELS \ 


ELEVATOR 
Company Name_ 


Address___. 


. : nomen Make it Simple An uncomplicated floor plan helped to make an article, di- 


rected at management rather than engineers, easier to understand 
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Make it Explanatory . A cutaway 
photo shows the mechanism. The 
jagged edge leaves no doubt that it 
is a cutaway 


creases of nearly any kind can be 
illustrated quickly and easily with 
a well-executed chart or graph. It 
would take pages to tell what a 
single chart can say ... in the 
space of a few lines. 


e The cutaway has its place... 
and, an important one, too. What 
better way to illustrate what's 
going on mechanically under the 
“skin” of a device. There is little 
doubt that the cutaway attracts en- 
gineering readership . . . it relates 
a mechanical story at a_ studied 
glance. 


@ The schematic is the champion of 
circuitry illustration. It would take 
pages of copy to explain a given 
electronic circuit. Yet a complete 
schematic tells the same story in 
the space of a few column inches on 
a single page. 


@ The exploded view tells a story, 
too. When you need to show the en- 
gineer how that small device oper- 
ates, magnify it for him. You want 
him to understand it, don’t you? 
Do a complete job. Answer all your 
customer’s questions. 


> The types and kinds of illustration 
are limited only by a person’s im- 
agination. If you’re planning to tell 
a product story, an engineering 
procedure, a quality control proc- 
ess, a case history story, remember 


8x10 
GLOSSY 
PRINTS 


Q'%e¢ 


EACH 
IN LOTS OF 100 


COPY PRICE EACH 
NEG 12 bo 8) 100 250 


PT ee $0.07 
Pil a sl ae] we 
Pao sp 
Peal al 2 ola 
Pala a] la] 


Standard delivery 3-5 days on any quantity. Special Delivery 
available on request. Write for complete catalog and price list 


UANTITY 


PHOTO COMPANY 
119 W. Hubbard St., Chicago 10, Ill 
Telephone: SU 7-8288 


CUSTOMER*LURE 


The eye appeal in a mailer or ad can 

often be buy appeal to the reader. 

SERVICE typographers will help 

you net the most discerning customers 

for your product or service. Next 7 
~ time bait your hook with type appeal , 

_and land those extra sales . 

‘specify Service. 


ss + 
Cc, ~~ ow 
Dn” rocesnene INC. 723 s. WELL 





Holiday Greetings with a New Look! 


COLORFUL “IDEA LETTERHEADS” 


Send for catalog of this unusua 
stationery in actual 4-color 


f happy holway! FREE ON REQUEST 
nest wishes for a ha 


Catalog also includes Year ‘Round 
designs for announcements 


promotions, campaigns 


IDEA ART 
30 E. 10th St., New York 
Phone: LF 3-6622 
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8 X 10 
GLOSSY PHOTOS 


AS LOW AS 


¢ EACH 


@ | DAY SERVICE 
@ POSTAGE PAID 
@ TOP QUALITY 
@ SATISFACTION GUARANTEED 


PRICE LIST 


1000 $70.00 
500 40.00 
100 10.00 

50 6.50 
25 4.00 


COPY NEGATIVE $1.50 
SEND FOR FREE SAMPLES) 


MIDWEST PHOTO CO. 


P.O.BOX 686 DEPT. 5 
OMAHA 1, NEBRASKA 


To 
Reach 
the 


Actual 


Buyers 


of 
ADVERTISING 
MATERIALS and 
SERVICES 


put your 
selling message 
before them 


in 


(BIEN Advertising & 
SF Sales Promotion 


200 E. Illinois St. « Chicago 11, Ill. 
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you'll tell it better and faster... 
and most important, get better 
readership . . . if you illustrate it 
properly. 44 


Fran Tuckscher Offers 
Variable Plotting Scale 


A variable plotting scale, a statis- 
tical tool developed to speed check- 
ing and plotting of charts and maps, 
regardless of the scale used, has 
been developed by a Washington 
firm, Fran Tuckscher and Associ- 
ates. 

The scale can be reused for 
different scales by folding where 
necessary to match diverging lines 
with the scale of the chart. 

The scale is available on request. 

. for more details circle 917, page 141. 


Mead Paper Publishes 
5th Edition, ‘‘Clip Tips’’ 


Mead Papers Inc., Dayton, Ohio, 
has just published its fifth edition 
of “Clip Tips.” 

The publication is a portfolio of 
22 sheets of line artwork ready for 
the camera, to be reproduced by of- 
fice size offset equipment. Each 
sheet contains a variety of subjects. 


A Money Plant. . 
Cambridge, Mass., 


Major categories include decorative 
art, art heads, reverse headings, 
people, forms dates, sports events, 
animals, and holidays. New this 
year is a four-page section of bor- 
ders and embellishments. 
Copies are available. 
. for more details circle 931, page 141. 


Symbols, Spots, Formats 
Available in Clipbook 


A clipbook of reproduction art, 
“The Ad Man’s Alley Clipbook of 
Symbols, Spots and Formats,” is 
described in a folder being distrib- 
uted by American Marketing Serv- 
ices Inc., Boston. 

According to the Boston firm, the 
reproduction material was original- 
ly prepared for the limited use of 
subscribers to Ad Man’s Alley who 
paid between $100 and $180 for the 
service. Announced price of the 
clipbook is $20 on open account and 
$17.50 when check accgmpanies 
order. : 

Suggested users include artists, 
advertising agencies, printers, ad- 
vertising and sales promotion ex-, 
ecutives, editors, lettershops and 
“others who have a continuing need 
for special illustrations and attrac- 
tive formats.” 

. for more details circle 918, page 141. 


. To illustrate the international facilities of the Badger Mfg. Co., 
a company which engineers and constructs petroleum, chemical 


or pharmaceutical plants, a scale model of a petroleum refinery was constructed 
Mailing tubes, spaghetti, flexible drinking straws, and $563 worth of currency 
from France, Italy, Great Britain, Western Germany, Holland, Spain and Belgium 
were among the materials used. Biggest problem was getting approval from various 
embassies to use actual currencies in the model. Left is Robert Lesieur, Boston 
artist, who built plant. Others are executives of F. P. Walther Jr. and Associates, 
agency for Badger. The model was photographed for a full-color ad 





© 
a 
@ 
o 
i 
O 
2 
- 
o 
Q. 
o 
oO. 





Starting with International Paper's Ticonderoga Cover, Terra 
Cotta, designer Roy Kuhiman achieves a personal, almost 
hand-crafted effect with old wood type faces, two ink colors 
and a printing impression of clear varnish. The imaginative 
varnished characters exploit the inherent colors of the paper 
itself, presenting the paradox of “printing” a color without 
actually using any. Throughout, Kulhman treats the paper — 
its color, texture and quality— as a creative medium, a distinc- 
tive asset to the over-all design. 

All production was by offset, and the run totaled 58,000. For 
more information about the creative possibilities of colored 
paper, write to Color Council, E. |. du Pont de Nemours & Co., 
(Inc.), N-8421, Wilmington 98, Delaware. Du Pont supplies 
dyes and chemicals to the paper industry, manufactures no 
paper itself. 





Moss Prepares Chart 
For Artwork to Slides 


Moss Photography, San Francisco, 


has prepared a chart of standard S~S> Here is the one art and layout service 


; ; : that provides ALL OF THE TOOLS for effective 
sizes to guide people saddled with é layouts from idea to completed paste up. 


the task of preparing artwork for Seas etch $ O@ to cover mailing 

slide use. _ cost brings you Srae 
How do you find proper propor- as The Complete Current Issue 

; 9 : s | “ly \ 2. This issue is yours to use and keep, with no 

tions: Simple, according to Moss. | Z < “a ba of X strings attached — our way of saying ‘try it 

You select the slide you want from | CS 


and benefit’. No obligation. No salesman. 
the standard sizes. You measure the Due to its expense, this opportunity must 


inside dimensions of the slide and 5 (| ae f i, eae ae ested ae ee 
proportion your art accordingly. : ies ; II = 


Attach one dollar to letterhead and mail today to 
RCM MULTI-AD SERVICES, INC. - 126 WALNUT STREET - PEORIA, ILLINOIS 
outer dimensions of the mount have 
no bearing on the proportions of the ' 
artwork to be converted to slide use. 
Copies of the chart are available. 
- for more details circle 919, page 141. 








Binder With Plastic a - If You Don’t Get At Least 10 New Ideas and 


rt: Money Saving Techniques of Important Use to 
Pages Used for Cards You...RETURN THIS BOOK IN 10 DAYS! 


A six-ring binder for holding oo ANT- SIZED 493 PAGE 
business cards, called the Clear Gl 
View Index Holder, has been in- | i I 
troduced by On-Gard Industries, | r hy CYC LO ? E D j A 
8817 S. May St., Chicago 20. 


The unit consists of the binder, 734 
x51” made of durable vinyl] plastic of the G RAP H | C A RTS 
and 23 see-through plastic pages 
equipped with alphabetical or ; : ae E ase 

ze s D ‘oh Here, in one single, authoritative, complete, comprehensive encyclopedia is your 

numerical index tabs. Each — = | complete ‘graphic arts technical library. It is the one book in its field that will be 
4%4x7%4” and is divided into three kept close at hand—as your immediate and dependable source for the essential 
separate compartments for holding information and solutions you need to answer your platemaking and presswork 
three individual cards. Inserting questions...and to solve your photomechanics and printing problems. 
two cards, back to back, enables 


each page to hold six cards. The | IF YOU BELONG IN ANY ONE OF THESE CATEGORIES, THIS 


company stresses the feature that BOOK WILL BE YOUR CONSTANT SOURCE OF AUTHORITY! 
the cards are held in their individual | * ARTIST, ENGRAVER, LITHOGRAPHER, PHOTOGRAPHER, PRINTER, SILK SCREEN OPERATOR... 
envelopes so that they cannot fall here is your comprehensive “‘how-it’s-done” picture of conventional techniques, plus the new- 
out. Uses, in addition to holding est innovations, many of which have never before been published. You'll learn new ways 
business cards 7 ted includ to achieve finer quality. 

7 ee ADVERTISING AGENCY, PRODUCTION MAN, STUDIO HEAD, AD MANAGER, GRAPHIC ARTS 
sales call records, appointment data BUYER...here is the book that shows you how to obtain better results, greater efficiency in 


and purchasing information. the planning and preparation of materials for printing and platemaking. 
Retail price suggested is $7.95 THE EXPERT—will find this book a welcome refresher and a means of keeping up-to-date. 
Additional pages are 20c each or * THE NOVICE—will find it a source of education equal to years of schooling and practical work. 
c . c , c 


$1.80 per dozen. 9 IMPORTANT 1. Originals for Reproduc- . Photolithography and 
tion Offset Printing 
CHAPTERS " i aan 


Photographic Materials Photointaglio Proce- 
Covering every phase of and Equipment dures 


photomechanics and printing 3. Continuous Tone, Line . Silk Screen Process 
—completely informative... 


yet as easy-to-read as a and Halftone Photogra- . Civilizations Debt to 
novel. PLUS over 300 illus- phy Paper 


trations ...including articles i Pl let biject 
ke cece See ees ea Color Reproduction us a Complete Subjec 


ers and practitioners in the . Photoengraving and Index and 
graphic arts field. Letterpress Printing Proper Name Index. 


cance ata aan talent is ia alana ema 


TO: Advertising & Sales Promotion 


200 E. Illinois Street 
Chicago i, illinois. Attn.: Technical Book Dept. 


10-DAY FREE 
INSPECTION 
COUPON 


| accept your FREE 10-day inspection offer. After 10 days I'll either 


if you don’t agree return your book in good condition or send my check for $15.00. 


that ‘“‘Photomechonics 1 
and Printing” is the ‘in 
most used book on I 
your desk, return it 
after 10 days’ free | 
examination for your | 
money back. $15.00 
postpaid in U.S.A. or i Grgenteation 
Do you have any caricature refer- — $16.00 else- || Address. 
ences? — | city 


Enclosed is my check for $15.00. Same 10-day free inspection and 
return privilege apply. 


Illinois residents please add 3'/2°% (53c) State Sales Tax 


Name Title. 











an ilies Zone State__ = 
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Shooting 


a Dream 


How an abstract idea 


was captured on film 


For the 25th anniversary program 
of the Shipstad & Johnson Ice Fol- 
lies, Tom Moulin, Moulin Studios, 
San Francisco, was handed a real 
hot problem by client Eddie Ship- 
stad. 

“We'd like a special color shot,” 
Mr. Moulin was told. “We'd like to 
get a single photograph which would 
symbolize our 25th year. It has to 
be in color, suitable for reproduc- 
tion by offset in our souvenir pro- 
gram.” 

The answer was a dream photo, 
which was run in the program op- 
posite the page headed “A Dream 
Came True.” The three founder- 
producers were put in the fore- 
ground, while surrounded by a 
cloud, seemingly a part of their 
dream, was a group of the lovely 
stars of the company, in their color- 
ful costumes. 

The cloud was produced by three 
dry ice making machines, which are 
used in a regular production num- 
ber during the season. The machines 
were set up just out of camera 
range. 

The stars smiled bravely while 
posing, trying to ignore the low 
temperatures caused by the dry ice. 

The color photo was used in a 
full-page Life ad, as well as in the 
souvenir program. 44 
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Getting Ready 

Tom Moulin, on the 
ladder, directs the 
Principals and the 
placing of the huge 
Ascor strobe lights 


Getting Set 

20,000 watt seconds 
of light flash on 
three successful 
producers and six 
lovely skaters, 
surrounded by clouds 
of chilling dry ice. 





So where's the money? If high costs are putting a hole in your company’s pocket- 
book, here’s quick repairs. Without losing any quality, you can cut paper costs 
on folders, catalogs and other printed material by specifying Consolidated Enamels. 
As the world’s largest enamel printing paper specialist, Consolidated offers finest quality 
for less. Get the facts and free test sheets from your Consolidated Paper Merchant. 
He’ll help you close the gap on high costs! 


€ 
Available only through your Consolidated Paper Merchant. oreookededlece 


LARGEST ENAMEL PAPER SPECIALIST 


Consolidated Weter Power & Paper Co. + Natl. Sales Offices, 135 S. La Salle St., Chicago 





Smokers! Discover the Wonderful 


Shortest 

Distance 

Between 
These 
Points. m - 


You feel a new smoothness 
deep in your throat! 


YOU TASTE A NEW CLEANNESS 
WITH EVERY COOL PUFF! 


Only Kool—no other cigarette—brings you all the 

benefits of Menthol Magic: A coolness, a smoothness 

you feel in your throat. A cleanness and freshness you 

can really taste! Buy a pack of Kool today. Taste— 
| feel—the difference Menthol Magic makes! 


Only K@DL brings you all 


the benefits of Menthol Magic! 


...an ADVERTISING 
ILLUSTRATION by UPI | 


The Quickest, Easiest, 
Most Economical Way 

to go from Art Director’s 
Rough Visual to Finished 
Job is so often an 
ADVERTISING 
ILLUSTRATION...by UPI! 


ADVERTISING ILLUSTRATIONS « PRODUCT PHOTOGRAPHS 
e FIELD PHOTO and USER REPORTS « COLOR PHOTOGRAPHS 
PUBLICITY and EDITORIAL PHOTOGRAPHS « TELEPHOTO 
TRANSMISSIONS « PRODUCT APPLICATION PHOTOGRAPHS e 
STOCK PHOTOGRAPHS « SPECIAL PHOTO ASSIGNMENTS 
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‘UPI Advertising Illustration Photographs 
Create the Impressions We're — for 


. . and Save Time, Trouble and Expense” makers Disco 


it 
says Edward D. Lonergan, Account Executive for Ted AND-WHITE | Jam BM py 


ng PHOTOGRAPHS 
Bates & Company, Inc., New York Advertising Agency. FOR AN 


AD SERIES 


No ingredient in effective advertising is more important than the 
right illustration. At the same time, finding the right shooting 
location, arranging for props, selecting models and other steps 
preparatory to the actual photography can be time-consuming 
and costly. That’s why the well-known New York advertising 
agency, Ted Bates & Company, Inc., relied on the UPI Commercial 
Photography Division to provide photographic advertising il- 
lustrations for important clients like Kool Cigarettes. 


As Edward D. Lonergan, Account Executive for Ted Bates & 
Company, states, ““When an ad or promotional piece calls for a 
photographic illustration, our Art Director prepares a rough visual 
showing what he wants, and—whether it’s a studio or an on-location 
shot—UPI does the rest. The finished photographs are delivered COLOR 
promptly and we can count on high quality illustrations that create PHOTOGRAPHS 
the impressions we’re looking for.” egg 
And UPI can do the same for your illustration requirements! or 
There’s no longer any need to restrict creative imagination because 
of a lack of suitable photographic illustrations to carry out fresh, 
new advertising ideas. No matter what the locale, background or 
subject matter, the UPI Commercial Photography Division can 


supply the illustration . . . promptly and economically! 


UNITED PRESS INTERNATIONAL 


COMMERCIAL PHOTOGRAPHY 
DIVISION 


WORLD HEADQUARTERS 


News Building 
220 East 42nd "Street, New York 17, N.Y. 


BRANCH OFFICES IN: 


Boston, Chicago, Cincinnati, Denver, Detroit, y 
Los Angeles, Philadelphia, Pittsburgh, San Francisco 


IN EUROPE: 
London, England 


. UNITED PRESS INTERNATIONAL 


UPI COMMERCIAL PHOTOGRAPHY DIVISION 
220 East 42nd Street, New York 17, N.Y. MUrray Hill 2-0400 
A Send complete information on the following: 


DC Advertising illustrations |) Publicity & editorial photos () Stock photos . 
O Field photo & user reports (1) Telephoto transmissions CO Special photographic assignments 
(CD Product application photos () Color photos CO Have representative call 


Name 


Cl 
ADVERTISER ADVERTISING AGENCY 
Address 


City 


Zone. 
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PROMOTIONAL MATERIALS... have a responsibility far beyond stimulating the 
sales force, offering the goods and services of your firm or advertising a premium. Folders, brochures, 
letters should reflect your corporate image ...consistent with your company letterhead. 


A well designed letterhead is the result of combining fundamentals, layout, typography and color... 
with reproduction on fine paper. White, bright, strong PLOVER BonpD, the visibly better letterhead 
paper, is the perfect backdrop for any printed piece. When used as a French Fold, for multi-page 
promotional material, it stands out against competition... commands more attention. 


Our new and complete WORKBOOK OF CREATIVE LETTERHEAD DESIGN (yours for the asking) illustrates 
the four basic elements of good design. While it deals exclusively with letterheads, the WORKBOOK 
can be used effectively when designing any printed piece for your company. For your complimentary 
copy, contact your PLOVER BonpD Paper Distributor or write directly to us. 


wa 
WHiTine- R PAPER COMPANY, STEVENS POINT, WISCONSIN 
better papers are made with cotton fiber 
' 
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The president of Lehn & Fink 
Products Corp., New York, 
outlines the systematic 

ways his company uses 

to get more effective packaging. 


Once all a manufacturer needed 
was a good product. 

Then someone got the idea of 
hiring a salesman to talk about his 
product, and sales management as- 
sumed an important role. 

Then someone placed an adver- 
tisement for his product. You know 
that development. 

Now packaging has become an 
important part of selling, merchan- 
dising and marketing. It may well 
represent the ultimate, the final, 
concept in total marketing. 


> The scientific and technological 
age in which we live is conducive 
to constant development of new 
products. The announcement of a 
new product has become routine. 

Storekeepers receive more new 
products than they have shelf-room 
to handle. The consumer is bom- 
barded with tales of new items. He 
hears them on his radio, they inter- 
rupt his favorite television program, 
he reads about them in his news- 
paper and magazines. 

The next time his attention is 
attracted to them is on a store- 
keeper's shelf. 

It is the effectiveness of package 
design, then, which can dictate the 
location for displaying the product 
— and can even spell the difference 
between its success and its failure. 


Packaging is 


Part of 


Promotion 


WALTER N, PLAUT 


> In Lehn & Fink since the close of 
World War II, we have become 
more and more aware of the power 
that packaging exercises in the sale 
of our several hundred products. 
We have developed our organiza- 
tion and the men comprising the 
organization accordingly. 

Within the last year we have 
moved further in this direction. 
First we established a new position 
of Director of Marketing for our 
three consumer product divisions. 
To this position we assigned the 
direction of new product develop- 
ment, market research, art and 
package design work. 

On the heels of this new post, we 
created a second, manager of mar- 
keting development, and the re- 
sponsibilities of this position include 
the coordination of creative packag- 
ing activities and long range mar- 
keting planning for the domestic 
consumer division. 

This will be followed by a third 
new position — that of packaging 
coordinator, whose primary func- 
tion is to provide improved liaison 
between the marketing divisions 
and the packaging engineers. 


> It is my basic belief that packag- 
ing is not exclusively the task of 
the designer. 

The best package represents a 


combination of the designer’s cre- 
ative skills and the product, mar- 
keting and sales knowledge of the 
manufacturer’s management team. 

Packaging is part and parcel of 
product planning from the moment 
the item is little more than a gleam 
in the laboratory scientist’s eye. 

Its development is the sum total 
of the creative talents of the de- 
signer, the researcher, the techni- 
cian, the advertising man, the 
marketing expert, the sales depart- 
ment — and top management. 

The power of packaging can 
change entire industries. It has in 
the past. It will in the future. Since 
1940, look at what pre-packaging 
has done to the meat industry. Look 
at what it has done for fresh fruits 
and vegetables. 

Both industries have been, and 
are still being, revolutionized. Or 
better, evolutionized. 

When we think of the businesses 
that aerosol packaging has changed 
— shaving creams, hair care, phar- 
maceuticals, whipped cream, and 
many others — we realize that a 
packaging innovation can change 
our own _ businesses’. overnight. 


This article is adapted from a talk 
given before the 30th Natl. Packaging 
Conference, sponsored by the Amer- 
ican Management Assn. 
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STILL USING 


OLD FASHIONED 


Let National Tag Company's 
free design service show you 
how to put more wallop in 
your product merchandising. 


In this day and age, only 
the most compelling adver- 
tising gets the customers’ 
attention. Old fashioned, dull 
tags and labels that merely 
classify your product simply 
aren't enough anymore. 

National Tag Company of- 
fers expert, free design con- 
sultation on: 


e New tags or pressure sen- 
sitive labels. Our experi- 
enced creative design staff 
will design you a die cut tag 
or pressure sensitive label 
that will move your product 
and put you a step ahead 
of competition. 


Old tags or labels. Send us 
your old tags or labels. Let 
us show you how they can 
be improved to give new 
push to your product. 


AND REMEMBER 
trade your old, time-worn 
shipping tags and labels for 
National’s dynamic new ad- 
vertising tags. They do so 
much ... and cost so little. 
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Full-Color Ad . . . This double-page ad featured the new packages and their boxes, 
as well as the distinctive art theme that was adopted for the product. 


Therefore, the questions we must 
continually ask ourselves, and an- 
swer if we can, are these: 


1. What new packaging innovation 
can influence a competitive brand’s 
achieving an important share of the 
market enjoyed by our products? 


2. What steps can be taken to en- 
able us to be first with new pack- 
aging ideas — more often than 
competition? 


3. How can we position ourselves 
to beat competition to the market- 
place with new packaging ideas? 


By asking these questions and 
answering them correctly, packag- 
ing milestones are achieved. 


> Looking at the fantastic successes 
that innovations in packaging have 
achieved, and looking, too, with an 
unprejudiced eye, at some of the 
failures — top management must 
adopt an objective viewpoint in this 
area. If we are to achieve successes 
and avoid failures, then packaging 
must be managed. 

In our company, we believe in 
management by objectives, and we 
believe that the packaging function 
can be managed as efficiently as 
finance or production. 

In any successfully run organiza- 
tion, all of the corporate functions 
must be integrated and soundly 
related to one another. Business has 
become so complex that the key 
to successful management is often 
reflected in the degree to which all 
corporate functions are coordinated 
toward meeting a precise objective. 
Marketing, manufacturing, finance 


— each plays an important role in 
business. Each function contributes 
in its particular and special area 
and coordination of effort is essen- 
tial. 


For this reason packaging, as a 
powerful facet of marketing, can 
contribute profitably, not only in 
the consumer sense, but in terms of 
manufacturing and finance as well. 
The power of packaging in relation 
to the consumer — surface design, 
general appearance, convenience, 
and use — are forces that work at 
the consumer level. The degree to 
which these factors meet the needs 
of the marketplace importantly 
affects the consumer franchise which 
the product can achieve. However, 
to fully utilize the power of pack- 
aging, we must also consider the 
relationship of packaging to in- 
creased manufacturing profits and 
the relationship of packaging to the 
total financial position of the cor- 
poration. 

To insure that all of these forces 
are working to our advantage in an 
integrated, coordinated effort. our 
manufacturing and financial officers 
and their staffs play an important 
part in our packaging planning. 

There is no major function in the 
company that is not closely associ- 
ated with packaging. 


}» Today, packaging must be man- 
aged efficiently, because costs are 
going to become higher, not lower, 
and competition is going to increase, 
not lessen. One of management’s 
biggest problems is to understand 
fully the consumer — his needs, 
his attitudes, desires and _ habits. 





the att of dewing naturally 


Point of Purchase The package 


iS more prominent, the art similar 


Management's function is to com- 
municate with a mass consumer 
market through public relations, 
advertising, product and package. 
Packaging is one of the most effec- 
tive means of communicating with 
the consumer, because it is con- 
stantly seen in thousands of outlets, 
and continues to be seen and to 
communicate in the home, long af- 
ter the advertising is read and the 
purchase is made. 

Ideally then, we might say that 
the basic objectives of a company’s 
packaging program should be to 
increase profits and reduce costs. 
But the complexity of the packag- 
ing problems faced by so many 
companies today will not permit 
this oversimplification. Actually, 
when we analyze the packaging 
function, we see that there are six 
basic objectives 


1. To fulfill a consumer need. 

2. To increase total consumer de- 
mand. 

3. To redivide existing consumer 
demand more in our favor. 

4. To redivide existing consumer 
demand to reverse a declining posi- 
tion. 

5. To reduce costs through easier 
or more efficient handling methods, 
through better but less expensive 
materials, or through reduction of 
waste and_ spoilage, or through 
lowered distribution costs. 

6. To improve profits by upgrading 
the product. 


These broad objectives that pack- 
aging can and should achieve sim- 
ply point up the true complexity of 
the problems involved. To solve 


If it’s Quality ... 


4001 Industrial Avenue 


CUMS 


wal 


you can hit 


the moon 


. . « But it'll take a lot longer than 
you or we have to spend. 


However, if you need quality gravure 
color cylinders for package printing 
or 4 color positives and pre prints for 
national advertising, don’t try to hit 
the moon for the answer. We sug- 
gest you communicate with us .. . 
find out about our new and enlarged 
facilities and additional equipment 
in our new and larger plant. When it 
comes to “‘roto”’ . . . go to ACME. 


if it’s Delivery ... it's acme 


gravure services, inc. 


GRAPHIC 


CALCULATOR 


COMPANY 


Designers and manufacturers of custom 
Data Dials and Slides, and mechanical 
demonstrators ... of paperboard and 
plastic ... for sales promotion, product 
selection and specification. 


Rolling Meadows, Ill. 


Phone: Clearbrook 5-0200 


Complete 
design 
service 


* 
FREE 
SAMPLES 


* 
Fast 
delivery 


= 633 PLYMOUTH COURT + CHICAGO 5 * WAbash 2-6863 & — 
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New Roebling Wide Width Tempered Spring Steel makes the most of a good thing 


You count your profits in the number of 
holes in your scrap. And spring steel that 
doesn’t measure up to the most good parts 
per inch just isn’t the right steel for you 


That's why everybody's talking about new 
Roebling tempered, cold rolled spring 
Comes in any width up to a full 
ispan wide. 8% inches, that is, by 

)62 inches thick. Think how use- 


+++ (your money, for instance!) 


ful that unique extra width can be in 
getting extra blanks from a length of 
steel! The thickness is consistent, too. 


Now pick a finish 


any finish — blued, 
straw, or bright — plain or ground, Roeb- 
ling’s got it. Buy Roebling Cold Rolled 
Spring Steel and you get uniform excel- 
lence in temper and finish. Delivery? No 
problem at all. Get full facts and figures 


by writing Roebling’s Wire and Cold 
Rolled Steel Products Division, Trenton 
2, New Jersey. 


ROE BLING 


Branch Offices in Principal Cities 
John A. Roebling’s Sons Division 
The Colorado Fuel and Iron Corporation 


ee 





A NEW, COMPLETELY RESTYLED 
PAPER HELPS ROEBLING 
STEEL SPRING FROM THE PAGE 


Roebling’s story was the temper and finish 
of its cold rolled spring steel. The message 
takes on added impact with the use here of 
new Sterling Print-Gloss, Snowtone. 


This new stock is the product of extensive 
research. It has been completely restyled to 
reflect modern consumer color trends and 
thus deliver printed matter with 
greater impact. Andits brightness 
has been increased for even’ 
greater cleanliness and clarity. 


The level, glossy surface of this 
stock permits every subtlety in 
color reproduction—helping the 
Roebling picture to portray nuances of 
strength and resilience. The printed mes- 
sageinvites readership, thanks tothe paper’s 
brilliant whiteness. All these advantages cost 
you no more. 


This printed insert offers you proof that 
the new Snowtone style of Sterling Print- 
Gloss provides outstanding value! We sug- 
gest you prove it to yourself with a trial order 
if you have not already done so. 


Roebling Spring Steel inserts were pre- 
pared by Hazard Advertising Company, Inc. 
They were printed on Sterling Letterpress 
Enamel 25 x 38, 100# basis, by Ogden Print- 
ing Company, New York. The job was run 8 
up on two 2-color Miehle 41's. Presses ran 
in tandem, with color sequence red and 
black, and yellow and blue. 


Call on your West Virginia representative 
to demonstrate how our complete line of 
coated and uncoated papers can add impact 
to your sales message. He will also explain 
how you can benefit by our modern, direct 
sales policy and our technical and research 
facilities. Write: 230 Park Avenue, New York 
17,N.Y.,or contacta sales office listed below. 


West Virginia 
Pulp and Paper 


FINE PAPERS DIVISION 
COMMERCIAL PRINTING PAPER SALES 


CHICAGO FR 2-7620 NEW YORK MU 6-8400 

DETROIT Di 1-5522 CINCINNATI RE 1-6350 

PHILADELPHIA LO 8-3680 PITTSBURGH CO 1-6660 
SAN FRANCISCO GA 1-5104 


Angeles, Milwaukee, Minneapolis 
Enterprise Service. 


in Baltimore, Cleveland, Los 
St. Louis, St. Paul, ask operator for 


This insert printed 
on Sterling Print-Gloss, 
Snowtone, 25x38, 100/ 


IS Is 
“new 
terling Print-Gloss, 


Snowtone 








these complex 
pany must 


problems, a com- 
establish a packaging 
program that is coordinated with 
and integrated into the total mar- 
keting program. 


> Under the conditions imposed by 
self-service marketing consum- 
ers shopping with self-service habits 
and attitudes, even when offered 
the finest of service in some retail 
establishments — a package must 
accomplish specific objectives, re- 
gardless of its product category: 


1. It must attract attention. 

2. It must immediately establish 
identity 

3. It must develop and hold interest. 
4. It must create desire to own the 
product. 

5S. It must compel action to pur- 
chase the product. 

6. It must instill itself in the mem- 
ory of the consumer. 

7. It must enhance the perform- 
ance, the character, and the totai 
image of the brand. 


For a package to accomplish 
these objectives, we must marshal 
the facts about a product category, 
and its competing categories, in or- 
der to set direction. Here are the 
things we must know: 
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New Product in New Package .. . 


This spray-on antiseptic combines 
clean lettering and a white back 
ground for clinical effect with car- 
toons of children, in color, to lighten 


the seriousness 


expec 


in an entirely different way 


> These are the types of questions 
that top management expects its 
specialists in packaging to study 
and answer. These are the types of 
questions we expect our brand 
management to explore down to the 
minutest detail. And that is why 
more and more managements today 
are requiring their marketing peo- 
ple to develop written packaging 
plans in the form of brand packag- 
ing strategy statements. 


> To show you how we set and 
accomplish objectives for packaging, 
I have selected two samples. 


® First, let us look at the new 
Tussy line of cosmetics packages. 
This redesign job took over two 
years to accomplish. We retained 
Francis Blod Design Associates 
New York, to work with our com- 
pany team headed by art director 
Seymour Kent. 

Among the first things that the 
team did was set down a “design 
strategy for the Tussy Staple line.” 


This design strategy served as a 
basis for definition and understand- 
ing of the direction all design efforts 
should take. Recognizing that “sales 
impetus” was the foremost objec- 
tive in the redesign program, the 
strategy listed three factors which 
would contribute to this ultimate 
objective: 


1. A necessary consistency between 
the package appearance and the 
brand image being developed in 
Tussy’s new advertising program. 


2. The possibility of making desired 
product improvements coincident 
with the new packages (interesting- 
ly, market research has shown that 
consumers will praise “product im- 
provements” when actually the only 
improvement has been in packag- 
ing). 


3. The necessity for the package to 
build enthusiasm within the com- 
pany as well as in the trade. 


Based upon the above factors, the 
strategy listed six broad objectives: 


1. Create a distinctively superior 
visual impression over competition 
when viewed on the retail shelf, an 
impression of optimum size, value, 
quality, femininity, and desirability 
of ownership. 


2. Create a pleasing dressing-table 
appearance and satisfaction in han- 
dling, opening, pouring and using. 


3. Create a “distinctive look” which 
will be adaptable to other existing 
products and future products to be 
added to the line 


4. Make the designs adaptable to 
and consistent with advertising 
and marketing objectives, including 
proper reproduction in 
television media 


print o1 


S. Make the designs adaptable to 
production considerations (costs, 
filling, labeling, stocking, shipping), 
in-store handling, and display in all 
types of present outlets, with pos- 
sible future outlets (such as super- 
markets) in mind 


6. Express the package contents 
visually i.e., jars of creams and 


bottles of lotions. 


The major design function of the 
new Tussy jars and bottles was to 
create a strongly emotional, femi- 
nine, visual appeal to give this 
brand a youthful, wholesome image 
with a feeling of excitement, new- 
ness and product quality expressing 
skin tenderness and effectiveness 


> Tussy’s packages have been 








INSTANT 
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DIRECT , 
MAIL : ee 
IDEAS komen 
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I'll be great when advertising and promotion executives can buy jars of powder and just 
add water to produce instant ideas. Until then, thousands of these professionals will count 
on Advertising & Sales Promotion. For A&SP provides idea-producing case histories and 
“how to do it” articles in all aspects of advertising and sales promotion except the purchase 
of time and space. 


The men and women who look to A&SP for ideas 








represent almost every company in the U.S. spending 
fe $25,000 or more annually on advertising, plus their 
Sales Promotion advertising agencies. If you have a product or service 


of value to these buyers and specifiers, your sales story 
belongs in 


Advertising & 
Sales Promotion 


200 EAST ILLINOIS STREET - CHICAGO 11, ILLINOIS 
630 THIRD AVENUE + NEW YORK 17, NEW YORK 








DIRECT ADVERTISING * GRAPHIC ARTS * AUDIO & VISUAL AIDS * SHOWS & EXHIBITS 
SIGNS & DISPLAYS * PACKAGING & LABELING * ART & PHOTOGRAPHY * PREMIUMS, PRIZES & SPECIALTIES 





8.95 Value for $1. 


Bargain introductory offer 
proves “Clip Book” art saves 
you time and money. Top 
Quality ready-to-use art for ad 
printing, publications, direct 
mail, etc. Offset, letter 
press, silk screer 

Many art proofs from 
Director's Clip Kit" and 
C D Book of Art 
enough for doze t paste 
Satistactior 

obligation strings 
Merely attach $1.0 
letterhead. (Only 
customer —and n 


customers only 


Harry Volk Jr. Studio 


Pleasantville 1, New Jersey 


f Line 


TERE Seek ah eet Bart 
= PROJECTION art 2 


Ready-t e af 
BBD rojectuals. & specialized service for visual WU 
Pho communicat Write above address for 


Sample 


DRY TRANSFER LETTE 


Instant Lettering brings you the finest, 
most meticulous lettering in the world 
instantly—by instantaneous dry transfer 
from type sheet to any smooth surface. 
Just press and it’s there. 


No trace of adhesive to sully artwork. 


Needs no equipment. Perfect on wood, 
paper, card, glass, metal, film . ~~ 
fact any smooth surface. The right 
answer to the need for highest quality 
ettering for display panels, roughs, signs, 
labels, graphs, charts, TV cells. 


10" x 15" SHEET ONLY $1.50 


D, 
Oo 


How it works 
rub on letter with pencil lift away sheet 


Send for sample and complete type chart 


UR tL ee 
2 W. 46th St., New York 36, WN. Y. 
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designed only three times in 25 
years. It took us two years to com- 
plete the redesign job this time, 
from the date of decision to go 
ahead until final consumer research 
indicated we were correct: in mak- 
ing the packaging changes. Because 
we know that a new design can 


e en é as ew et, o 
break open a vast new market r 


plunge a brand into oblivion, we 
took care at every step to insure 
that our final design would be right. 
Our package designer, our adver- 
tising agency, our marketing and 
advertising people, our merchandis- 
ing and fashion people, our pur- 
chasing and technical people, and 
general management, all partici- 
pated to achieve the distinctive, up- 
to-date packaging that now graces 
our Tussy line. 


e Another interesting packaging 
job undertaken by our company 
has been the new aerosol package 
for new instant Medi-Quik. 

Instant Medi-Quik was the first 
widely promoted aerosol in its field 
— the first complete first-aid spray 
for minor cuts, scratches, burns and 
sunburn, insect bites, poison ivy. 
This package enables the consumer 
to spray away pain with Medi- 
Quik’s exclusive pain-killer Xylo- 
caine, which is used by many doc- 
tors and dentists. 

The package was designed to give 
the product a sanitary, medicinal 
look — yet, humorous kids were 
used to illustrate the many uses 
for the product. Only after careful 
research of this brand name and 
the new package were we ready to 
go to market. Our research indi- 
cated that both the name and the 
package were right. The research 
seemed to indicate the product, the 
brand name, and the package met 
the needs of the market place. 

This innovation in packaging in 
the first-aid product category has 
proved to be quite revolutionary. 
New instant Medi-Quik captured 
54°, of first-aid product sales in its 
test markets in just ten weeks, and 
has since gone national. 

At point-of-purchase we have 
integrated our displays with the 
package and with the advertising. 


» We see the power of packaging 
around us everywhere today. To- 
morrow, some new device will re- 
place the aerosol dispenser. Perhaps 
frozen foods will come in packages 
that need no refrigeration, because 
refrigeration will be built into the 
packages. New materials, new tech- 
nology will outmode our packaging 
of today. “What can destroy our 
business?” That is the question 


iM Medi-Quik 
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New (wstand 


Meti-Quik 


the complete 
first-aid 
spray 


Mass Display . . . Simple corrugated 
unit shows product in use, tells the 


whole story graphically. 


ask it, and answer it. 

Be first, if you can, as right as 
you can; if you can't be first, be 
right. 

And to be right, be sure that the 
fullest use is made of the creative 
talents of the designers, the re- 
searchers, the 
tising, 


technicians, adver- 
marketing, and sales, and 
administrative management. 44 


Bigger Budget Allotment 
Predicted for Packaging 


Larger allotments for packaging 
in advertising budgets was pre- 
dicted by Saul Nesbitt, president, 
Nesbitt Associates Ltd., at a recent 
meeting of the Merchandising Ex- 
ploration Club. 

Citing the increasing trend of 
consumer goods manufacturers to 
classify packaging as a mass ad 
medium, Mr. Nesbitt listed ten rea- 
sons why packaging is growing in 
advertising acceptance. 


1. The increased number of self- 
service merchandising outlets; 

2. In-store promotion through prod- 
duct recognition; 

3. The consumer’s tendency to re- 
gard packaging as the product im- 
age; 

4. Silent-salesman-benefits, both in 
the store and in the consumer’s 
home; 

5. Information and instruction fea- 
tures on the package; 

6. Elimination of waste ad coverage 
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HANDLE ALMOST ANY 
JOB WITH A ™a &f 


BRAND 


OFFSET DUPLICATOR 


Whatever you spend on printing, you can save up to 40% of this 
cost with a DITTO Brand Offset Duplicator. Easy to see why. 
The DITTO Offset handles practically any office printing job: 
forms, letterheads, mailers, manuals, catalog pages. It uses both 
paper and metal masters; takes any weight of paper from 13-pound 
to card stock, any size from 3 x 5 inches to 12x 14 inches. 


Prints in multi-colors and black-and-white; halftones or line draw- 
ings; up to 8,000 impressions per hour. Clean, fast, professional. 


aa 


DITTO OFFSET DUPLICATOR 


1] FREE BOOK 


. a 4 ; shows how you can save up to 40% 
on your printing costs, handle almost 


any printing job in your own office— 
jobs such as: 


Financial reports + Budget reports + Minutes of meetings ~ Dividend notices 
Operating reports + Charts and graphs -~ Sales manuals + Schedules: Price 
sheets - Memos: Publicity releases + Bulletins - Brochures + Letterheads 
Standard practice manuals - Letters + Flyers - Office forms - Magazine 
articles « Announcements « Territorial maps + Student records + School 
newspapers - Lectures + Posters - Notices 


And it’s so automatic! Touch a button — everything happens. The 
DITTO Offset starts, prints, counts, stops, cleans — all in the right 
sequence. New features let you slit or perforate paper, change jobs 
in seconds. 


Mail the coupon today for the free book: “New Road to Profits 
. with the DITTO Brand Offset Duplicator.” Find out how 


you can do 90% of your own printing right in your own office. . . 
cut your printing costs almost in half! 


6874 
6800 McCormick Road, 


O 
D 1. ©, chicago 45, iinois 


Without obligation, please send your free book: “New Road ic Profits 
. .. with the DITTO Brand Offset Duplicator.” 
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Your Name 


Firm Address 


City State 


DITTO ang @are registered trademarks (U.S. and foreign) of Ditto, Incorporated 
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The Pitfalls of Packaging 


1. Under-packaging . . Despite the great advances in the science of 
packaging, many executives believe their package does not live up to 
the product inside. By this, they usually mean that the package is not 
helping to sell the product. 


2. Over-packaging . . Too often a product is given more protection than 
it requires. Paradoxically, a drab, heavyweight package may represent 
over-packaging as protection, but under-packaging from the standpoint 
of sales appeal. 


i . { well 
: oe 


3. Laggard packaging . . Failure to give packaging its proper place in 
top management councils often results in letting the competition get 
the jump in new developments. Persistent ‘“me-tooism” can eventually 
cost a company sales leadership. 


this FREE 
FLAT-AS -A-PANCAKE 


Pa rls 


SAMPLE BOOK 


surprises that help 


4. Un-coordinated packaging . . Packaging must be coordinated with 
the corporate image, advertising promotion for the product, and intro- 
duction of changes in the packaging line at the plant. It is still a costly 
afterthought in the plans of many companies. 

A. J. Gardner, marketing vice president of 


the packaging division of the Olin Co., at 
the National Packaging Exposition, Chicago 
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by selling to those 
such a product; 

7. Flexibility in market appeal 
through different designs and col- 
ors; 

8. Versatility in format; 

9. Prime color potential; 

10. Special care in production. 


interested in 


Stressing the point that many 
manufacturers use the package as 
the product’s sole advertising medi- 
um, Mr. Nesbitt revealed also, that 
according to a pilot survey made by 
his company on food buying habits, 
many housewives do not plan meals 
in advance but plan their menus as 
they tour the supermarket aisles. 

Additional information on _ the 
survey is available from Nesbitt As- 
sociates Ltd., 75 E. 55th St., New 
York 22. 44 


Olin Releases Guidebook 
On Corrugated Containers 


Selecting the right shipping con- 
tainer for the product is aided with 
the release of a booklet showing the 
entire line of corrugated containers 
available from the Packaging Divi- 
sion of Olin, Container Operations, 
West Monroe, La. 

All corrugated containers shown 
in the booklet are divided into 
“Basic Container Designs,’ showing 
a variety of closure styles, and 


“Special Container Designs,’ de- 
veloped to provide special protec- 
tion for specific types of products. 
For manufacturers with products 
having odd shapes, sizes or con- 
struction, the booklet describes 
Olin’s design facilities in developing 

the exact container required. 
. for more details circle 920, page 141. 


Custom Plastic Molding 
Shown in Chanal Brochure 


The variety of applications to be 
found in the plastic molding field 
is clearly illustrated in a brochure 
on vacuum, pressure forming and 
blow molding from Chanal Plastic 
Corp., Rego Park, N.Y. 

Items shown in the brochure 
range from life-like doll models to 
displays to packaging and each item 
is clearly described as to the kind 
of plastic process used in the con- 
struction. 

- for more details circle 921, page 141. 


Avery Label Introduces 
New Christmas Packaging 


A new idea in Christmas packag- 
ing has been introduced in the 
“Decoraids” carton released by 
Avery Label Co. 

Each carton contains 119 pieces 





Christmas Decoraids . Self-adhesive 
ideas for Christmas packages in a self- 
service pack have been introduced by 


Avery Label. 


of differently shaped and colored 
self-adhesive decorations which can 
be used for decorating gift pack- 
ages, mantels, doors, windows and 
other display areas. 

The materials need no moistening 
and stick on contact, but can be 
removed without leaving any type 
of surface-marring residue. The 
materials include gold foil, white 
felt, and colored paper which can 
be constructed as Santas, elves, 
reindeer, sleighs, flowers and similar 
decorations. 

Complete information on point- 
of-purchase materials and displays 
for the Decoraids is available from 
Avery Label Co., 1616 S. California 
Av., Monrovia, Cal. 44 


American Tag Develops 
Self-Locking Tag Device 


A new metal fastener with a self- 
locking feature has been introduced 
for use with merchandising, system 
and utility hang tags by American 
Tg Co. 

Marketed under the name “Sure- 
lock,’ it hooks easily onto coarse 
fabrics and package elements such 
as wire or twine. It can be applied 
and locked with one hand and, once 
attached, it will not slip off, accord- 
ing to the manufacturer. 

Surelock is available with either 
a blunt or sharp locking point, de- 
pending on the type of packaging 
specified. 

Additional information can _ be 
obtained from American Tag Co., 
Dept. 102P, 151 Cortland St., Belle- 
ville 9, N.J. 44 
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of mastery 
on your 
repros. 


RELYON 


REPRODUCTION PAPERS 


. 


The quality ofa repro proof is fin- 
est on high-opacity Relyon, the 
reproduction paper that always 
delivers the clean, exacting, flaw- 
less definition you require. Ask 
for it. 


IF YOU WOULD LIKE SOME TEST 
SAMPLES FOR YOUR TYPOGRAPHER, 
WRITE DEPT. A&SP91 


LUDLOW PAPERS 
Ware, Massachusetts 


A Division of 
Lud/ow Corporation 
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Packages 


that catch 


the eye 


Packaging is important in helping 
to sell a product in today’s mar- 
ket, when a package must move 
the item with little or no help from 
a salesman. Here is a collection 
of effective modern packages of 
wide variety. 
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Better Protection . . . Opaque glassine wrap replaces plain 
transparent cellophane in new Chew-ets’ wrapper to give 
the candy stronger protection. Visual appeal is heightened 
with color photograph of candy. New wrapper was designed 
by Milprint Inc., rotogravure-printed in five colors for 
Goldenberg Candy Co., Philadelphia 
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Packaging 
Portfolio 


Drama in Corrugated . . . A new kind of package plus ade- 
quate protection for the new product was found with this 
die-cut triangular corrugated tuck container of corrugated 
Printing designs are in blue, yellow and black on white 
Produced by the graphics department of Mead Containers 
Toledo plant in conjunction with North Electric Co., Galion, 
Ohio. 
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More Feminine Appeal . . . Re-design for E. Frederics’ per- 
manent wave does away with most of the old drab black 
and replaces it with a light blue in half tone waves. Simple, 
clean design gets over desired sophisticated tone and does 
away with old cluttered-look. Designer, Gittleson Studios; 
carton supplier, Universal Folding Box Co., Hoboken, N.J 





Enter WhiteMost Offset Enamel—the whitemost, brightmost, certain- 
to-impress-most new printing paper in the paper catalog! WhiteMost 
is most faithful to color, most ideal for high speed presses. It’s most 
of everything desirable in a quality printing paper... most paper-per- 
fect, most prone-on-the-press, most printing-precise, most ink-sure. 


NOW — it’s WhiteMost from Newton Falls—the MUST offset enamel 
for your next quality printing run! 


NEWTON FALLS PAPER MILL, INC. 
330 West 42nd Street, New York 36,N.Y. Mill at Newton Falls. N-Y. 
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Daisy 
THE 
DU-PLEX 


Du-Plex Onvelopes 
Are Best 
By Popular Choice 


Write For 
Samples Today! 


DU-PLEX 


ONVELOPE CORPORATION 


3026 Franklin Bivd., Chicago 12, Ill. 
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BUSINESS FOR OVER 30 YEARS 


Call Wabash 2-8655 for 
S083 em iad 


DOES IT FASTER! 


You can count on Marie to handle your complete 
mailings — and be assured of prompt and ac- 
curate services 

Work mailed for you or delivered to you. Marie 
has been handling all mailing details for a wide 
variety of clients for more than 30 years — 


Multigraphing °* Fill-in on Multigraphed 
letters * Planographing * Addressing ° 
Mimeographing * Printing * Addresso- 
graphing * Auto-typed letters. Also 
Addressograph list and hand-list main- 
tenance. 

Call Wabash 2-8655 and Just Ask For Marie 


a Lider Hp tu 


431 SouTH DEARBORN STREET 
Cuicaco 5, Itt WABASH 2-8655 
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Institutional Packaging . . 


Packaging 
Portfolio 
RRR eo 


. Downyflake shows a modern design trend in its line of 


convenience packages for institutional kitchens. Packages feature large, clear and 
easy-to-read instructions that can be seen while the bag is upright. Introduction was 
made by the Institutional Products Div. DCA Food Industries Inc. Design by Marketing 


Advertising Associates, Philadelphia. 


Shipper-Display . . . New carton for 
Trav-ler Radio Corp. both protects and 
displays line of radios. The carton be- 
comes a display by merely opening the 
lid. Interior has die-cut insert which 
holds product firmly in place during 
shipment. Designed and produced by 
Stone Container Corp., Chicago 


Pilfer-Proof . . . First example in 
the cosmetic industry, this blister 
pack was chosen because it both 
protected and merchandised rollers 
for self-service operation. Other 
deciding factors included low cost 
and ease of fabrication. Produced 
by Joseph Davis Plastics Co., Kear- 
ney, N.J. 






















PENINSULAR PAPER COMPANY, YPSILANTI, MICHIGAN PENINSULAR 
specialists for ever 9° 7 


This special effect on dark colored stock was achieved by first double-printing an opaque white of the negative image before over- 
printing the black. This insert was lithegraphed on 65# Dark Blue Tuscan Cover om a 20x38 Miehie two-color press at 4,000 IPH. 


Lt aT Nata 


.... at GOO miles an hour 


POPC mom moe 


On April 4 a New York City printer received a 
job for absolute delivery the following morning! 
3936 Ibs. of colored paper were required . 
fast. The paper wasnot available in New York, so 
CMe IEMu Ca elit took over with a call to 
MMe UL LMS ME Melee cle My 
Coed lume LOM Tl am | LCT LTO oe i 
paper was placed aboard American Airlines 
Flight 34. One hour and 12’ minutes after take- 
off, the paper was in New York, being loaded on 
the merchant's truck. The job was printed during 
the night and delivered to the customer before 
8 a.m. on April 5! 


Whether you need delivery in six days or six 
hours, “You can count on Peninsular.” Call your 
local Peninsular merchant and see for yourself. 





Four-Part Campaign . 


. . The locked safe, which rattled, came first in this series. Each 


of the three flat, die-cut mailing pieces carried another number of the combination, 
until with the third, the recipient could unlock the safe and get the message. 


A four-part series 

kept executives’ curiosity 
at a high point, and 
reached an exciting climax. 


A Teaser Campaign to Build Interest 


By Ted Sanchagrin 
A&SP Eastern Editor 


Several months ago, 85 startled 
manufacturers found a large and 
impressive-looking box in_ their 
morning mail. When it was opened 
they discovered a 9x7x6” replica of 
a Mosler combination safe—locked! 
The combination was missing; in its 
place was a tag held by a string af- 
fixed to the inside. It read, “GUARD 
THIS SAFE! It is securely locked 
to protect its valuable contents un- 
til you open it. As an added pre- 
caution, the combination is being 
sent separately. You will have it 
soon.” 

Dial-twisting did no good; the 
combination seemed to defy the 
deft hand and the practiced ear. 
Shaking only added to the wonder- 
ment because there was obviously 
some metal object shifting around 
inside. The only clue was a “Pep- 
perell” label affixed to the outside. 

The safe obviously had intrinsic 
value. It was well-made, handsome- 
ly finished, impressive-looking. 
There seemed nothing left to do 
but slide it to a corner of the desk 
and await the combination. 


> Step one in an ingenious promo- 
tion had gone off according to plan! 
The safe—with its Pepperell label 
acting as a constant reminder—was 
destined to sit on the desks of the 
people Pepperell wanted to reach 
most for close to two weeks. Only 
then would it be opened to the fur- 
ther surprises that lay in store for 
the recipient. 

The idea was born amost four 
months before the safes arrived. 
The sales promotion manager of 
Pepperell Fabrics had a perplexing 
problem that needed solving. 
Though one of the consistent lead- 
ers in the fabric field, sales of Pep- 
perell work glove fabrics were just 
average, though everyone. con- 
nected with the firm felt they had 
the best possible fabric. Now they 
wanted to forcefully announce that 
only Pepperell work glove fabrics 
were made with new DuPont 
“420” nylon and at the same time, 
present a brand sales story. To 
compound the problem, the field 
was extremely small. Trade adver- 
tising and standard sales promotion 
ideas just didn’t seem right for the 
job. 

Looking for fresh thinking, Tony 


Fagnani, Pepperell’s sales promo- 
tion manager, called in Mort Elliot, 
Creative Promotions, a New York 
sales promotion agency that spe- 
cializes in creating dramatic mer- 
chandising effects. Mr. Fagnani pre- 
sented the complete problem to 
Creative Promotions—explained 
the intricacies of the market, the 
limited quantity, the important new 
“420” nylon story. 


> After several meetings the “safe” 
was decided on as the natural ve- 
hicle for the presentation. It packed 
both teaser value and a “hard sell” 
program into one. If properly han- 
dled, it was certain to gain the 
maximum attention of every read- 
er and to make every manufactur- 
er more aware of Pepperell work 
glove fabrics. 

After the management-agency 
meetings agreed on the vehicle, Mr. 
Elliot took the problem back to his 
staff for development into a com- 
plete direct mail program. Creative 
Promotions felt that the safe itself 
should be the focal point of every 
element in the series. Along these 
lines, they developed several lay- 
outs for folders that would retain 
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PROFIT BY THE EXPERIENCE 


of hundreds of Important Organiza- 
tions who call on us to compile spe- 
cial lists for Sales Promotion, Public 
Relations, Salesmens Leads, etc. 


SELDOM IF EVER 


can we build a large comprehensive 
list for Persuasion by Mail. 


UNLESS 


we make our selections from a num- 
ber of up to date Published Direc- 
tories in our Library taking care to 
eliminate duplications. 


FOR INSTANCE 
175,000 BUSINESS 
EXECUTIVES AT HOME ADDRESS 


The compilation was made not from 
one Directory but from the following 
directories: 
Dun & Bradstreet's 
M n Dollar C 
Poor's Register 
Whe Who in Aviation 
Who's Who in c mmerce 
and industry 
Who's Who in Engineering 
Who's Who in Insurance 
and also included names we selected 
from Ivy League Alumni Rosters 
whose Business Affiliation and in- 
terests was indicated. 
WRITE US 
for specific information and prices. 
WALTER DREY, INC. 
Mailing List Consultants 
National Sales Representative 
Occupant Mailing Lists of America 
257 Park Ave. South, N. Y. 10, N.Y. 
333 N. Michigan Ave., Chicago 1, Ill. 


QUALITY — SERVICE 
2 good reasons 
why you should 

switch to 


POSTCARDS 


DIRECT MAILERS 


NOW! MESSAGE SIDE AVAILABLE 
IN 2 COLORS ! ! 

@ Postcards cost less than I¢ each. 
Top quality — winners of 9 straight 
L.N.A. Awards. 

@ Color proofs at no extra charge in 
all quantities. 

@ Prompt, efficient service. 


Send for 
FREE MERCHANDISING IDEA KIT— 


eee aL | 
400 Newbury Street, Boston 15, Mass | 
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the interest and impact of the orig- 
inal mailing through the life of the 
program. After more meetings, all 
the elements were agreed upon and 
Pepperell was ready to please, per- 
plex and interest its prospects. 


> Several days after the safe first 
arrived, each man on the list re- 
ceived a large envelope sent first 
class mail, which carried this teaser 
message, “Your Safe Combination 
Enclosed.” Inside was a four-page 
folder in the form of a front view of 
the safe, sitting on the reader’s 
desk. (The cover was actually 
printed from a retouched photo of 
the safe. The folder opened to the 
right, as did the safe door.) The 
cover read, “The first number of 
your combination is left two full 
turns and stop at 9”. The com- 
bination number was written in ink 
to add to the authenticity of the 
program. 

Incidentally, though the fill-in 
was devised solely to intrigue, it 
served a useful purpose because 
the safe order was delivered to 
Creative Promotions in an assort- 
ment of five combinations, rather 
than the one combination that the 
manufacturer had originally agreed 
to. 

The inside spread of the folder 
announced that “Pepperell has the 
right combination of work glove 
fabrics for you,” and went on to 
explain in two brief sentences that 
Pepperell has five fabrics that are 
excellent for every type of work 
glove. The tag line promised that 
“You'll soon see amazing proof that 
Pepperell Fabric’s quality assures 
your work glove quality.” 


> Three days later a second folder 
arrived in an envelope that carried 
the same “teaser.” This folder was a 
side view of the safe. This cover 
message was “The second number 
of your combination is right two 
turns and stop at 40”. 

The inside of this folder featured 
the fact that only Pepperell work 
glove fabrics made with DuPont 
“420” nylon canton glove flannel. 
The body copy—longer than the 
first brief message, because inter- 
est had naturally begun to build— 
spelled out the sales points of “420” 
and explained the wear tests that 
proved its value. It also reminded 
the reader that “420” was just one 
of Pepperell’s complete line of work 
glove fabrics. The closing line of 
the folder read, “You'll soon see 
how Pepperell’s work glove fab- 
rics make more money for you.” 
> The final mailer 


arrived three 


days later. By this time these man- 
ufacturers were most anxious to re- 
ceive the answer to the puzzle that 
had been in their hands for close to 
two weeks. The skeleton sales mes- 
sages they received had only fur- 
ther aroused their curiosity. 

The envelope was the same. The 
folder was a replica of the first one. 
This time, however, it read, “Your 
final combination number is turn to 
5. Your first two numbers are listed 
on the inside”. (One of the initial 
meetings between Pepperell and 
Creative Promotions had agreed 
upon this “re-cap” approach in the 
final mailer. The safe would be 
kept, but the combination folders 
might be mislaid in cluttered of- 
fices—and the final number would 
prove useless by itself.) The re- 
cap replaced the sales message on 
the inside, since it was felt that 
once the combination was in the 
reader’s hands, he would not stop 
to read on before opening the safe. 


> When the safe was opened an 
alarm went off! A battery-operated 
mechanism had been set before the 
safes were mailed, triggered to go 
off as soon as the door was opened. 
A lever above the battery acted as 
a simple and easy-to-spot shut-off 
when the surprised manufacturer 
finally thought of it. 

Inside were some of the things 
you would expect to find in any 
safe—and some things you would 
only find in a Pepperell safe. First 
there was a simulated packet of 
money. The wrapper explained that 
these were the “10 points that prove 
why Pepperell work glove fabrics 
are like money in the bank for 
you”. The “bills” were an accordi- 
on folder with each of the curren- 
cy-bordered ten pages explaining 
salient features of Pepperell su- 
periority. The first five covered 
“420.” 

Another item in the safe was a 
stock-like certificate and was head- 
lined “Extra Dividends”. This sheet 
explained the extensive advertising 
support work glove manufacturers 
can count on when they use Pep- 
perell fabrics, especially those pro- 
duced with “420”. 

A swatch card in the form of an- 
other certificate asked the reader to 
test the wear qualities of “420” 
against other glove flannel by rub- 
bing a key on each swatch until 
one rubbed through. The safe also 
contained a work glove made with 
Pepperell “420”. 

Finally, another tag was sus- 
pended on a string between the 
outside tag and a change drawer at 





Survey Report... 


This recent survey® reveals a fact 
that every advertiser should 
know: Businessmen who open 
their own mail report that they 
open regular business envelopes 
first ... and odd-shaped mailings, 
self-mailers, and others after- 
wards, 


You can put this important infor- 
mation to work in your direct 
mail advertising . . . by using 
EPIC® Executives, Regular and 
Outlook®. This new, modern en- 
velope line is designed specifically 
for envelope users who want a 
“correct” business envelope with 
subtle . .. but definite . . . charac- 
teristics of style and brightness to 


make it clearly distinctive. 


How Executives Look at Their Mail 


Generally, when I open my direct mail advertising, I look first at: 


Regular business envelopes.....65.3% 


EPIC Executives are, of course, 
white. But it’s a brighter, whiter 
white than you've ever seen be- 
fore. The style is classic . . . execu- 
tive flaps and seams that convey 
a modern prestige look. The total 
effect is quality...the quality usu- 
ally associated with the highest- 


priced envelopes on the market. 


But EPIC Executives are not high 
priced envelopes, They are vol- 
ume-priced and won't strain any 
advertising budget. And they're 
available in both Regular and 
Outlook styles in many standard 
business envelope sizes to suit 
your exact requirements. Ask your 
U.S.E. paper merchant or printer 
for complete information . . . or 


write to Sales Promotion Dept. 


GENERAL OFFICES: SPRINGFIELD 2, MASS. * WORCESTER + SPRINGFIELD » HARTFORD « ROCKVILLE 


NEW YORK + METUCHEN «+ ATLANTA - 
LOS ANGELES + SAN FRANCISCO 


INDIANAPOLIS + CHICAGO +* WAUKEGAN «+ DALLAS 


*From The Reporter of Direct Mail Advertising, January, 1961. 
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Warwick presents 
an unusual 
NEW type face 


IMPACT 


a new and exclusive type designed 

by the Intertype Company 

and available only on Fotosetter. 
The casual, informal image 

created by IMPACT belies 

its tremendous pulling power 

and readability. Truly IMPACT 

is a most appropriate name. 


Design your next piece of 
printed matter with IMPACT in 
mind. We think you will share 
our enthusiasm when you 


see the final results. 


Available from 9 to 180 point and larger 


Warwick 


TYPOGRAPHERS 


920 WASHINGTON AVE. « ST. LOUIS 1, MO. 


FREE TYPE BOOK—Big Fotosetter 


working manua! containing Fo 


ter faces plus Headliner and x. 
set samples. Write Dept. 204 today. 


Serving 43 states... overnight air delivery to your desk 


Papers that Cheer Imagineers 
EAGLE-A and Budgeteers 
TROJAN BOND 


25% Cotton Fiber bond papers 
Trojan Bond Cockle Finish - 
Trojan Bond Opaque ° 
Trojan Laid 
Trojan Bond 
Smooth 
Vellum 


EAGLE-A 

QUALITY TEXT 
AND COVER 

Quality Text is available in 
Brite White, Arctic White 
and six fine colors in 

wove and laid finishes. 
Cover Weight in 

wove and laid and 


a | 
HOLYOKE, MASS. 


EAGLE-A 


matching 
colors. 
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the top of the safe. The tag read, 
“This shield is your guarantee of 
the finest range of work glove fab- 
rics . . . priced for your profits.” 
When the change drawer was pulled 
out the reader found a heavy metal 
paper weight with the Pepperell 
“logo” shield stamped on top. This 
was the rattling object that had 
done so much to heighten suspense. 
The months of work and planning 
had resulted in a series that had 
amazingly gone off perfectly. 


>» Now, just one question remained 
to be answered: would it “pull”? 

According to plan, Pepperell 
salesmen descended on _ prospects 
and customers alike within ten 
days after the final mailer arrived; 
within a week, if their territories 
permitted. Doors that had been 
tightly closed now opened wide. 
They were greeted with smiles, 
chuckles and compliments on the 
smartness of the campaign. But 
most of all, they were bombarded 
with questions about “420” Nylon, 
the fabric that had been the focal 
point of the entire series. 

More than one manufacturer was 
amazed that the salesman called so 
soon after he had written a letter 
requesting such a call. In all, Pep- 
perell received more than 20 letters 
complimenting: the campaign and 
requesting a sales call. 

One new account would have 
more than paid for the series. To 
date the campaign is directly re- 
sponsible for many times this and 
for appreciably increasing sales to 
present accounts that handle more 
than one manufacturer’s fabrics. 
Though several months have 
passed, Pepperell salesmen report 
continued cordial greetings on 
every call and say that they find 
the manufacturers much more will- 
ing to listen to Pepperell’s complete 
sales story. That’s just the way 
Tony Fagani and Mort Elliot 
hoped it would turn out. 44 


For Your Files... 


Novel Letterhead 
Formats Available for 
Reference 


Good ideas come hard, sometimes, 
especially in the direct mail field. 
Often there isn’t anything new to 
say but the sender must make it 
seem new. It is here that the novel- 
ty letterhead and matching envelope 
lends a helping hand and it pays to 
keep catalogs of currently available 
formats in the idea file. Listed here 





are four recently released by the 
top houses in this field. 


Idea Art Full-color _letter- 
Designs heads in a variety 
of promotional, hu- 
morous and seasonal designs. Each 
812x11” letterhead has appropriate 
copy to fit the artwork and lead 
into the letter. Prices range from $3 
per 100 to $16.50 per 1,000. Match- 
ing showcase envelopes available. 
+ for more details circle 922, page 141. 


Rylander Vis-U-Show  pro- 
Letterheads motional letter- 
heads in _- special 
designs and attention-getting head- 
lines. Four-color lithography and 
artwork on white vellum stock for 
use in sales and training bulletins, 
contest flashes, meeting and price 
change announcements, etc. Also 
available from this house are 
“Direct-Vue,” “Show-Window” and 
the new “Zip-Opener” envelope 
with the magic pull-strings opening 
device. Prices range from $5 per 
100 for 200 or less to $16.50 per 1,000 
in quantity orders of 20,000 up. 
- for more details circle 923, page 141. 


National Creative Full color flash 
Flash Bulletins bulletins in 300 dif- 

ferent designs 
showing a sample of the more than 
1,000 designs available from this 
house. Also shown are the jumbo 
broadside bulletins, measuring 17x 
22” and the self-mailing quickie 
cards, measuring 542x7”. Prices for 
the standard letterheads range from 
$3 per 100 in orders of less than 
200 to $16.50 per 1,000 in quantity 
for 50,000 up. 


- for more details circle 924, page 141. 


Carr Speirs A catalog shows 
Flash Bulletins samples of the over 

500. different de- 
signs in two-color preprinted letter- 
heads available from this house. 
Size of each letterhead is 82x11”; 
prices range from $3 per 100 in lots 
of 200 or more to $15.50 per 1,000 
for 50,000 up. 


. for more details circle 925, page 141. 


Collection Letter Ideas 
Featured in Portfolio 


Collecting money with letters is 
the theme of a_ portfolio from 
the Better Letters Exchange, 
Howell, Mich. 

The portfolio contains 11 pages 
of instructions on the best methods 
not only to get the debtor to pay 
up but also to keep him as a cus- 
tomer. Many sample letters are in- 
cluded. 

+ « for more details circle 926, page 141. 
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Cupples-Hesse 


NUL 


envelopes 


Consult yellow pages under 


For less than a penny 


Get your message printed, 
inserted, and sealed in an 
envelope ready for addressing. 
And it’s all done quickly and 
simultaneously on a single 
machine developed by 
Cupples-Hesse. 


KWIK-MAIL is ideal for 
mass mailings 


When you need quantities of 
standard messages such as 
deliquent payment notices, 
special sale announcements, 
coupons, or thank you notes, 
KWIK-MAIL 6%4 size envelopes 
with 3% x 534 inserts will give 
you fast, economical, and 
effective action. You may 
address the envelope, or 
address the insert through 
an open panel window. 


KWIK-ifiAil meets all current 
and proposed postal laws 


A recent post office ruling issued 
in January recommends that, 
effective January 1, 1963, all 
third class envelopes be 

sealed on all four sides to meet 
the requirements of automatic 
postal handling equipment. 
Cupples-Hesse had the foresight 
to engineer KWIK-MAIL 
envelopes so that they meet 
these new specifications and all 
existing postal requirements. 
Currently, KWIK-MAIL is 
available in the postage saver 
for third class or completely 
sealed for first class. 

This is only one example of 
long-range planning at 
Cupples-Hesse. 


Call Your Local Representative 
Today For Information 


‘*Envelopes” or ‘‘Tags”’ 


Cupples-Hesse Company 


Division of St. Regis Paper Company 


St. Louis 15 


Detroit 16 Des Moines 13 


4100 N. Kingshighway | 3633 Michigan Ave. | 1655 E. Madison Ave. 
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Preferred Sources for 
SERVICES AND SUPPLIES 


BINDERS DECALS 


eam, Hebible SPECIAL BARRON'S DECALS 


: : Water, Varnish, or Dry, Waterless 

: —— + ane doe mo Decals, Any Size or Quantity. Pres- 

I y p ‘ Q a as ey from a wide variety sure Sensitive Signs and Trademarks 
G.J. Aigner Company of Standard titles. in Vinyl, Mylar, Scotchlite. 

of colorful TN = 426 S. Clinton St. From your printer J. G. BARRON DECALCOMANIA CO. 


} y Chicago 7, ML, HA7-7414 > Of write for infor. |B | | 333 N. Michigan Ave., Chicago, Ill. 

y | 
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hard-to-mar, easy-to-clean vinyl plastic, electronically for your Speedaymeat and Addressograph ALL SIZES of CARDS 


bonded for long-life. Complete with special unbreak- all styles available — immediate delivery JUMBO — RETURN REPLY — CATALOG SHEETS 
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pigment foil or colored screen-print included in price DEAN FORREST co. 89 Ww. ae en ane Ni 
' | it . : t 
FOUR SIZES AVAILABLE 7 Foster Street Revere, Mass. Spgs 


any TTT MCL TTT 
priced from 50¢ in lots of 1,000 72 W. 46th St. New York 36, N.Y 


ee 
WRITE FOR PRICE LIST AND SAMPLE ADVERTISING SPECIALTIES PRINTING 
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ee eee oe COMPLETE PRINTING SERVICE 
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COPYWRITING AY Cigarettes imprinted with Fast Dependable Reprints 
trade name or ad message. Phone HArrison 7-1811 


COPYWRITING STUDIO G. A. GEORGOPULO & CO., Inc. Universal Loose Leaf Mfg. Co. 


; Cigarette Mfrs. Since 1905 161 W. Harrison St. Chicago 5, Ill. 

Confidential Work ae a aoe fee 
Add 26 copy experts to 
your stoff—buf not to 
your poyroll—get a 
top creative team for a 
pre-agreed per-job fee. 

MU 3-1455 Persuasive Communication 

270 madison /ny 16 any kind — any medium 


MAILING LISTS 


—o monsccos —(‘(]:C«Woou’ Get Something 
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For complete details, write, wire or 
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SPECIAL CORRESPONDENTS, INC. 


230 East Ohio Street, Chicago 11, Illinois 
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ART SUPPLIES 


Advertisers may combine their total number of insertions in— 


® Advertising & Sales Promotion 
© Advertising Age 
® Industrial Marketing 


—to earn the best frequency discount for each (minimum 
rateholder regulations applying). 


=a | ADVERTISING PUBLICATIONS, Inc. 


Color Counsel 200 E. Illinois St., Chicago 11, Illinois 
Art, Copy. 
Surveys 


Tag and Labei Division 
Rothchild Printing Company Inc. 


62 East 19th Gtreet New York 3.N.¥. ORegon 7-6150 
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Circle 901/Firmin Didot 
. . a booklet from Amsterdam shows sam- 
ples of this classic type. (Page 75) 


Circle 902/Printer Evaluator 

. . a booklet from Edward Stern tells how 
to evaluate the services you purchase 
from your printer. (Page 75) 


a2 


Circle 910/Musical Choir 

- a catalog of molded latex Christmas 
figures is released by Artistic Latex Form 
Co. (Page 92) 


Circle 911/Holiday Decorations 

. . - Gordon-Douglas offers a sales sheet 
on its display kits for Christmas and New 
Year. (Page $2) 


Advertising & Sales Promotion 


READERS’ SERVICE 


Circle 914/World in Motion 


- a plan to secure tv audiences for 
sponsored 16mm-sound films is explained 
by Modern. (Page 100) 


Circle 9$15/Supermarket Sales 


- - can be increased by a new electronic 
merchandising system, says Robolease 


booklet. (Page 100) 
Circle 9$12/Presentation Board 


. ». @ visual sales aid is shown in a cata- 
log from Charles Mayer Studios. (Page 100) 


Circle 903/Two European faces 
. « » imported by Typefounders of Chicgao 
are featured in a folder from that firm. 


(Page 76) Circle $16/Graphic Chart 


- systems of Pryor Marking Products, 
and especially the Movichart line are de- 
scribed in a folder. (Page 100) 


Circle 913/Film Editing 
. . » facts in the second booklet of a series 


i db . 
c 904/ATF Folder issued by Colburn Laboratories. (Page 100) 


. . Craw Clarendon Condensed is now 
shown by American Type Founders. 
(Page 76) 


heated | Servieo Dept. 
9909 


Please have the following sent me. 
901 902 903 904 905 906 
907 908 909 910 911 912 


*Please print or type information below 


Circle 905/Dycril Plates 

. and their uses by commercial printers 
and in-plant shops are discussed by Du 
Pont. (Page 82) 


NAME 
TITLE 


COMPANY 


Circle 906/Upper Level Displays 913 914 915 916 917 918 
. .. the Wonderspan display device is dee ¢ 919 920 921 922 923 924 
tailed in a folder from Johnstons & Associ- 925 928 927 928 929 930 
ates. (Page 86) 

931 932 


PRODUCTS SOLD 


ADDRESS 


If you do not have a personal Ad- CITY & ZONE 
vertising & Sales Promotion subscrip- 
tion and would like to receive the 
next twelve monthly issues (US., 
Canada and Pan-America, $3; all 
others $5) please check below: 


( Payment enclosed [] Send bill 


Circle 907/Beverage Display Report 

. . . American Can Co. releases a report 
on a study showing the effect of displays 
on beverage sales. (Page 91) 


“Note: inquiries for items listed 


not serviced beyond Dec. 1, 196). 


Circle 908/Card Rack 
. Die-Cut Specialty introduces a rack 
in the form of a Santa Claus. (Page 92) 


Postage 
Will Be Paid 


by 
Addressee 


Circle 909/Tree Turners 

. . » Vue-More Corp. introduces two new 
Christmas Tree turners in a_ glitter-gold 
finish for trees up to 8". (Page 92) 


BUSINESS REPLY CARD 


First Class Permit No. 95 Chicago, Ill. 


Readers’ Service Dept. 
Advertising & Sales Promotion 
200 East Illinois St., 

Chicago 11, ill. 


ly 


Use these return cards 
for your copy of publications 
mentioned on this page 
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Circle $17/Statistical Tool 

- @ variable plotting scale, useful in 
checking plotting charts and maps, has 
been offered by Tuckscher. (Page 108) 


Circle $18/Ad Man's Clipbook 


. . . of symbols, spots and formats is de- 
scribed in a folder from American Mar- 
keting Services. (Page 108) 


Circle 919/Slide Chart 


. « « Moss Photography has prepared a 
chart to guide you in preparing artwork 


Advertising & Sales Promotion 


READERS’ SERVICE 


Circle $20/Corrugated Containers 
. @ guidebook to the Olin line of cor- 
rugated shipping containers is available. 
(Page 126) 


Circle 9$21/Plastics Brochure 

. . . the variety of applications possible in 
forming plastic products is illustrated by 
Chanal Plastics Corp. (Page 126) 


Circle 922/Idea Letterheads 

. . + preprinted letterheads in a variety 

of styles are offered in a new catalog from 
(Page 137) 


BUSINESS REPLY CARD 


First Class Permit Ne. 95 


Readers’ Service Dept. 


Chicago. Ill. 


Advertising & Sales Promotion 


200 East Illinois St., 
Chicago 11, Ill. 


COMPANY 


PRODUCTS SOLD 


ADDRESS 


CITY & ZONE 


tion and would like to receive the 
next twelve monthly issues (US., 
Canada and Pan-America, $3; 
others $5) please check below: 
u pee enclosed [] Send bill 


*Note: 


inquiries for items listed 


not serviced beyond Dec. 1, 1961. 
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Circle 923/Rylander Letterheads 

- + promotional pre-printed letterheads 
and specially-styled envelopes are shown 
by the Rylander Co. (Page 137) 


Circle $24/Flash Bulletins 

. « « National Creative Sales releases a 

catalog showing 300 of its more than 1,000 

different pre-printed letterhead designs. 
(Page 137) 


Circle $25/Carr Speirs Bulletins 

- @ catalog of sample ideas in pre- 
printed letterheads is available from Carr 
Speirs. (Page 137) 


Cirele 926/Collection Letters 

- . » @ portfolio of tips on collection letters 
and successful samples from Better Letters 
Exchange. (Page 137) 


Circle 927/Flora-Cheques 

. @ new gift plan for sending flowers 
by check is described by the Florists 
Telegraph Delivery Assn. (Page 39) 


Circle 928/Specialty Newsletter 

- +. @ sample issue of a newsletter on the 
specialty field is available from I. Irving 
Weissler Co. (Page 43) 


Circle $29/Linotype Exclusives 

- typefaces distributed only by Mer- 
genthaler Linotype Co. are featured in a 
booklet. (Page 71) 


Circle $30/Envelope Guide 
- a Selector Chart for its line has been 
released by United States Envelope Co. 
(Page 71) 


Circle $31/Clip Tips 

- + - @ collection of 22 sheets of line art- 
work, ready for the camera, is available 
from Mead Papers. (Page 108) 


Circle 932/Plaques, Siatueties 
- - @ sales leaflet from Poloron Products 
shows several Christmas display items. 


(Page 92) 
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